wable knight 
any of giants 


THE NATIONAL NEWSPAPER OF MARKETING 


Advertisin Age 


Entered as second-class matter Jan, 9, 1932, at the post office at Chicago, Ill., under the act of March 3, 1879. Copyright, 1945, by Advertising Publications, Inc. 


SECON 
BR. 9-6432 


ol. 16, 


January 22, 1945 


10 Cents a Copy, $2 a Year 


ugh Proofs 


Roy Eastman avers that his re- 
archers have found a_ grocery 
ore where this sign is displayed: 
adies will please not bring in 
eir fat cans on Saturdays.” 


vis 


Mennen’s offers to give you a 
e if you dont like their shaving 
eam, but what happens in the 
rent you don’t happen to like the 
e, either? 

ace ee 


Gladys the beautiful receptionist 
yys it’s wonderful how patriotic 
ndlords proved to be when the 
wernment asked them to reduce 
e temperatures in their buildings 
) 68 degrees. 

v v v 


“Dinner in oven—don’t wait 
p,” is the sort of highly person- 
ized message which gets 100% 
sadership, Metropolitan Group 
ines. The nearest approach to- 
ays advertisers can achieve is 
rith copy which says, “Come and 
et it.” 
v v w 


This is just an academic sug- 
estion now, but program chair- 
en of conventions held in the 
inter time should arm their 
vakers with assorted selections 
f cough drops. 


a aE 


Dermetics advertising is telling 
omen to beware of a terrible 
mdition it describes as “‘ostipated 
cin.” Maybe, like Moon Mullins’ 
ncle Wiilie, they’re just trying to 
nd a scientific term for “lazy.” 


v2 8 


Mahlon Buck, president of 
mith, Kline & French, tells why 
s 104-year-old company is get- 
ng rid of private labels in favor 
f national brands. It’s going to 
e a cold winter for shelf warm- 


, VV 


Mall Dodson has been appointed 
ead of Atlantic City’s new de- 
artment of advertising and pro- 
otion. Is it really possible to get 
aid for running shows like the 
imous Miss America beauty con- 
ast? 
v ,. =? 

Collins, Miller & Hutchings say 
hey have “the swellest bunch of 
ents in all the world,” and “the 
wellest bunch of employes in all 
1e world.” 


You mean everything is just 
wel]? 

4 °.¢ # 
No. 1 item of advice which 


ectrical World is giving its ad- 
eriisers is, “Have something to 
ay.” Seems that in the rush to 
et into print this is one small 
€m which is occasionally over- 
v vy 

George Scragg thinks advertis- 
ig en should make time studies 
‘ their own operations, but this 

be embarrassing if applied 


ch dates and office confer- 

nce 
v v v 

liam S. Akin spent some of | 
n dough to run an ad in AA| 
; he is not going to Canada | 
» and that Chicago is “truly 
orld’s greatest city.” The 
‘ost would gladly be assumed 
» Association of Commerce. 


‘Wr 
VV 


ee 


_©vartment stores, reports 
‘\DGA, will spend a billion dol- 
or modernization after war, 
1e only discouraging part of 
ory is that a mere 6.2% will 
ndition. 


Copy Cus. 


nae 


the MECOWATERUAKER 


t ratee 9 — t | 


MIRACLE — The Meco .Watermaker, 
product of Mechanical Equipment Co., 
New Orleans, was introduced through 
this newspaper ad last week as “a mir- 
acle of this war,"’ capable of convert- 
ing ocean brine, stagnant or infested 
waters into the pure, drinking variety 
in record time. 


Record Ad Tofal 
of $275 Million 
Hit by Magazines - 


New York, Jan. 17.—Magazines | 


whose advertising linage is 
checked by Publishers’ Informa- 
tion Bureau carried $274,931,873 
of advertising during 1944, an in- 
crease of 18% over the $232,499,- 
561 total for 1943, the magazine 
measurement service reported yes- 
terday. This is the largest total 
ever shown for magazine adver- 
tising. 

Reduction of paper weights and 
other economies enabled the coun- 
try’s magazines to print 73,080 
pages of advertising during the 
year, compared with 59,542 in 
1943, an increase of 23%. 

Weekly publications accounted 
for considerably more than half 
the total magazine advertising dol- 
lars in 1944, but for only about | 
three-sevenths of the total pages. 
Their 1944 advertising revenue 
was $154,748,417, up 12% from 
the 1943 figure of $138,508,552. 
The number of advertising pages 
they published was also 12% 
greater in 1944 than in 1943, the 
comparative figures being 30,674 
and 27,360. 


Women’s Magazines Up 


Women’s magazines’ share of 
1944 advertising revenue was $74,- 
247,399, up 26% from the 1943 

(Continued on Page 56) 


Color Ads... 


| Hill within a 


Complete Census 
of Business Out; 
Sample Asked for 


Poor Salesmanship 
Blamed for Lack of 


Legislative Interest 


By STANLEY E. COHEN 
Washington, Jan. 17—Marketing | 
men who come here to weep be-| 
cause the Census Bureau will give} 
no better than a sample Census of 
Business in 1946 are quietly being 
advised by well informed officials 
that the men who specialize in 
selling the nation’s consumer goods | 
have done a poor job in selling| 
their own business to the proper 
authorities. 

In the Bureau of the Census, the | 
Department of Commerce, and the 
high and mighty Bureau of the 
Budget there is plenty of sym- 
pathy for merchandising people| 
who are the orphans in the Presi- 
dent’s statistical program, but po- 
litically wise officials, who have to 
endure the tongue lashings of Rep. 
Taber and Sen. Kenneth McKellar, 
simply say they are unable to go 
up on the Hill these days with a 
request for $11,500,000 to do a 
thorough snapshot of the nation’s 
distribution machinery. 


Sounds Like Boondoggling 


The brutal truth is that a $11,- 
500,000 Census of Business sounds 
like boondoggling to Congressmen 
who are considering national serv- 
ice legislation. Without a good 
measure of salesmanship to demon- 
strate that it would not require 
manpower for nearly a year, and 
that the lack of adequate facts can 
handicap the development of a 
well rounded distribution machine 
after the war, officials believe the 
census wouldn’t stand a chance. 

Most of the statistical program 
rejected by the 78th Congress in 
December will go back up on the 
few days because 
President Roosevelt is determined 


(Continued on Page 54) 


“NATIONAL SOCIAL HYGIENE DAY-FeBRUARY 7" 
The aderreumens appreeed by Vtt AMERICAN SOCIAL HYGIENE ASSOCIATION 


0 pometed by 
THE JUNIO® CHAMBER OF COMMERCE ow 


HIT VD—Junior Chambers of Com- 

merce and other groups will sponsor 

this newspaper copy throughout the 

country in a campaign against venereal 
disease. 


VD Day’ Attracts 
5,000 Druggists 
in National Drive 


New York, Jan. 18.—Despite the 
relative absence of national adver- 
tisers, National Social Hygiene 
Day, Feb. 7, will be promoted more 
extensively this year than ever be- 
fore, under the direction of the 
Joint Committee of the American 
Pharmaceutical Association and 
the American Social Hygiene As- 
sociation, of which Dr. Robert P. 
Fischelis is chairman. The United 
States Public Health Service, 
Junior Chamber of Commerce of 
the United States and other groups 
also will be active in the campaign. 


No Metropolitan Life Ad 


Due to the negative publicity 
given last fall to a VD campaign 
prepared by the War Advertising 
Council for the U. S. Public Health 
Service, Metropolitan Life Insur- 
ance Company will not publish its 
customary magazine ad for Social 
Hygiene Day. 

However, at least 10,000 of the 

(Continued on Page 55) 


Last Minute News Flashes 


Daggett & Ramsdell Promotes New Cake Make-Up 
New York, Jan. 19.—Daggett & Ramsdell, subsidiary of Standard Oil 
of New Jersey, is using 400-line insertions in Boston, Chicago, Balti- 
more and Washington newspapers to promote a new Mountain Heather 
cake make-up. Another Esso subsidiary, Stanco Distributors, Inc., New 
York, for Nujol, is using 100-line ads in 53 coast-to- coast newspapers 
in a stepped up promotion during January, February and March. 
McCann-Erickson, New York, handles both accounts. 


Gilbert Using Magazines for Two Products 

New Haven, Conn., Jan. 19.—A. C. Gilbert Company is launching a 
magazine campaign of one-third and two-thirds pages for its kitchen 
mixing unit and the Gilbert Vitalator (massage appliance). Insertions 


| will appear in Colliers, House Beautiful, Liberty, McCalls, New York 


| Times Magazine, Parents’ Magazine, True Story, and Woman’s Home 


See editorial on their 
use in dailies, Page 12. 
Other features: 
Ad-libbing 12 | 
Chain Store Sales 
Editorials 


Farm Publication Linage 
Feature Page 


Getting Personal 34 | 
Information for Advertisers 12 | 
In Washington . . 32 
Magazine Linage .44, 52 
Obituaries . 54 
Photographic Review 59 
Postwar Planning 40 
Private Lines _. 38 
Rough Proofs I 
Voice of the Advertiser 26 


| Companion. Grey Advertising Agency, New York, has the account. 


Weeklies Reach $2,658,246 in 6th Loan Ads 


Washington, Jan. 19. 


Detroit, Jan. 


Weekly newspaper advertising during the 6th 
war loan totaled an estimated $2,658,246, a 5% increase over the 5th, | products 
bringing 1944 total to an estimated value of $8,704,274, 24% above 1943, 'duce later 
50 | the Treasury Department announces. An estimated 101,769 ads ap- 
12| peared in these papers during the 6th, as against 96,046 in the 5tl 


46 | . ‘ 

37| Campbell Appointed Copy Chief of Grace & Bement | 
19.—Kane Campbell, who has held key copy 
| with Calkins & Holden and Batten, Barton, Durstine & Osborn, New| came from servicemen. 


York, has been appointed copy chief of Grace & Bement. 


Colonial Dames Names Abbott Kimball Company } 

Hollywood, Jan. 19.—Colonial Dames, Inc., manufacturer of Campus | with the War Advertising Council, 
Make-Up, has appointed Abbott Kimball Company to handle adver- 
tising using national magazines and trade publications, and radio in| 


western states. 


posts | 
| 


| 


Media Man Urges 
National Ratings 
on Ads in Dailies 


Asks Newspapers to 
Cover Country with 
Monthly Service 


Chicago, Jan. 16.—‘The most 
important single step which your 
industry might take to assure the 
increased and more intelligent use 
of newspaper advertising would be 
the immediate institution of na- 
tional newspaper readership rat- 
ings, to be published freely by the 
industry, at least once a month,” 


Robert Pendergast, director of 
media and research, Campbell- 
Mithun, Inc., Chicago, told the 


Newspaper Advertising Executives 
Association here yesterday. 

(Other accounts of discussions 
before the Newspaper Advertising 
Executives Association appear on 
Pages 10, 14, 20 and 30.) 

If the technique now used in 
producing readership ratings on 
individual newspapers were ex- 
panded so as to supply such ratings 
at least monthly on a _ national 
basis, Mr. Pendergast declared, 
“every newspaper man in the 
country would be in a position in- 
telligently to discuss the accom- 
plishments of any newspaper ad- 
vertiser, anywhere. In sheer self 
defense, if for no other reason, he 
would have to learn and be able 
to discuss the reasons for some ad- 
vertisers’ success and others’ lack 
of it in past, current and future 
newspaper advertising.” 

Not only would such a national 
newspaper rating service place the 
newspaper industry on a par in 
this field with radio and maga- 
zines, where such ratings are avail- 
able nationally, but free distribu- 
tion of the reports to those inter- 
ested would put newspapers ahead 
of other media, Mr. Pendergast 
maintained, and if annual awards 
were set up on the basis of the 


Revere Resumes 
Product Copy; 
Continues Others 


New York, Jan. 18. — Revere 
Copper & Brass Corporation, for 
the first time in several years, is 
running copy in newspaper 
supplements and women’s maga- 
zines, for its household products, 
featuring a stainless steel stewpan, 
with its copper bottom, and sev- 
eral copper discs stamped “com- 
ing.” The reader is told to “watch 
for these extraordinary utensils at 
your favorite’ store,’ although 
civilian production is not contem- 
plated in the near future. 

The appeal in Revere’s housing 
campaign will be switched from 
postwar planning to the more im- 
mediate theme—remodeling. This 
will prepare tke ground for new 
the company will intro- 
The booklet ‘“Com- 
munity Planning,’ which  con- 
cluded the 1944 housing campaign, 
achieved a response of 700,000 in 
26 advertisements in one maga- 
zine, although no coupon was 
offered. One third of the responses 
Revere’s 
program will be 

special emphasis 
and in cooperation 


current copper 
continued with 
on magnesium, 


the company will follow 
theme advertising. 

St. Georges & 
the agency 


out war 


Keyes, Inc 
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rating service, even more good 
would be obtained. 


Shows Copy Improvement 


Admitting that readership rat- 
ings are not and probably cannot 
be perfect, Mr. Pendergast never- 
theless maintained, with the aid of 
numerous examples, that they have 
already had an important effect in 
raising the level of newspaper 
copy, and can accomplish much 
more along this line. He warned 
that no readership studies measure 
the advertising opportunity, which 
he defined as being measured “as 
much by those who pass over and 
fail to study any advertisement as 
it is by those who stop to read. 
Readership surveys report only 
those who stopped—they have so 
far failed to count those who could 
read but pass by.” 

In support of his contention that 
newspaper readers look for inter- 
esting things to read instead of 
indulging “in a sort of private race 
against time to see how many items 
can be skipped,” Mr. Pendergast 
cited the last available continuing 
study, on the Cleveland News for 
Oct. 5, which showed that over 
one-third of the 28 pages in the 


“ste 


SERIOUS BUSINESS—Robert K. Drew, Ist vice-president and program direc- 
tor of the NAEA, looks serious, while J. R. Davis, Ford sales manager, gets 
over a point to Herbert Moloney, Paul Block & Associates, who is president 


of the American Association 


of Newspaper Representatives. 


issue carried items with reported 
woman readership of higher than 


70%. 
“Some advertisers use _ tricky 
headlines, eye-catching pictures, 


distorted layouts in the hope that 
people will trip, stumble, somehow 
or other pause momentarily in this 
assumed wild flight through news- 
paper pages,” he said. “Through 
the use of quantities of space— 
sometimes black, sometimes white 
—other advertisers try forcibly to 
block the reader’s imagined mad 


dash through newspaper columns. 
The more pessimistic give up any 
hope of interrupting this breathless 
| sprint. They simply try to tag the 
reader with a brand name or a pic- 
ture of the product as he rushes 
by. This kind of advertising, based 
on billboard copy, screaming head- 
lines and distorted layouts, has 
been and is being used success- 
fully. In my estimation, however 
successful such advertising may be 
in actual performance, it does not 
take full advantage of the attention 


its going 
to snow... 
IT DOES! 


VERY morning at 7:30 o’clock, thousands of 
Southern New England inhabitants dial their 
radios to WTIC. The reason for this daily ritual is 


U. S. Meteorologist Roy E. Lundquist, Chief of the 


Hartford Weather Bureau. 


Speaking directly from his office—and having 
available the latest reports and analyses from all 
over the nation, as well as his personal observations 
—Mr. Lundquist delivers timely and reliable fore- 
casts which, while highly educational and instructive, 
possess an unusual human appeal, too. 

When Mr. Lundquist goes on the air, people are 
making decisions as to what to wear, whether to 
carry an umbrella or be bothered with rubbers, to 
take a trip or stay home, to wash clothes, to cut hay, 
to put anti-freeze in the car or drain it out. They get 
the answer from Mr. Lundquist—with an accuracy 


hard to match. 


Here is just one example of the type of service 
which, for twenty years, we have rendered to South- 
ern New England. And the advertisers who use our 
facilities know that it pays big dividends. 


DIRECT ROUTE TO 
are: = 


|formerly were promoted 


which readers seem ready to give.” 

As evidence of the effect news- 
paper readership ratings have had 
on newspaper advertising, Mr. 
Pendergast cited the 13% men and 
12% women rating of a Royal 
Crown Cola ad in the Cleveland 
News against a 1% men and 2% 
women rating in a Memphis study 
five years ago. He also cited two 
Marlin blade ads in the News, 
pointing out that on an index basis 
Marlin is now getting eight times 
as much readership as Gillette and 
Gem got in the first readership 
study five years ago. 

He also cited the example of his 
agency’s client, Purity Bakeries, 
and showed how its index figures 
for newspaper readership have 
climbed from 29 in 1939 to 56 in 
1942 to 74 in 1944—a 300% im- 
provement in women readership in 
five years. Another client, Land 
o’ Lakes Creameries scored the 
highest index ever hit until that 
time with a cartoon ad in the 
Trenton Times of Feb. 4, 1943, and 
thus helped substantially to influ- 
ence the trend toward cartoon 
copy, much of which has since 
achieved extremely high reader- 
ship. 

As proof-positive of his conten- 
tion that a national newspaper rat- 
ing service will help advertiser and 
the medium alike, Mr. Pendergast 
cited the experience of client 
Atlantic Brewing Company, Chi- 
cago. Strongly sold on radio ad- 
vertising, this client was finally 
induced to inaugurate a campaign 
in local newspapers, but when an 


especially attractive radio buy 
came along, the newspaper adver- 
tising was discontinued. The 


agency, convinced that it had built 
remarkably effective advertising 
for newspaper space, made and 
paid for its own readership check 
of the last ad to appear in the 
Chicago Times. 

It was several weeks before the 
tabulation was completed and the 
results shown to the client, but 
because the 150-line scored a 22 
point rating—six times the average 
for alcoholic beverage ads of its 
size—the campaign has now been 
reinstated. The newspaper indus- 
try, by developing national news- 
paper ratings, should make certain 
that no such cancelation of an 
outstanding series should ever 
again occur, Mr. Pendergast as- 
serted. 


Best Foods Maps 
Shinola Campaign 


on Yearly Basis 


New York, Jan. 18.—A new all- 
year advertising campaign has 
been prepared by Best Foods, Inc., 
for Shinola shoe polishes—Shinola, 
2 in 1 and Bixby Jet Oil—which 
in two 
drives, in winter for colored pastes 
and wax liquid polishes, and in 
summer for Shinola White. 

Copy will follow the “Your 
Shoes Are Showing” theme (AA, 
Sept. 18), appearing in 19 national 
magazines, 15 farm publications, 
The American Weekly, Parade and 
This Week Magazine. Black and 
white insertions will be used once 
monthly. 

In addition to the fall schedule 
in American Magazine, Holland’s, 
Look, Parents’ Magazine, Redbook, 
True Story and Women’s Home 
Companion, the campaign will ap- 
pear in Christian Herald, Cosmo- 
politan, Fawcett Women’s Group, 
Grit, Liberty, Life, McCall’s, Path- 
finder, Popular Science and The 
Saturday Evening Post. 

Benton & Bowles, Inc., 
agency. 


Change Sardi Title 


The “Breakfast at Sardi’s” pro- 
gram, which has started its fifth 
year on the Blue Network, has 
changed its name to “Tom Brene- 
man’s Breakfast in Hollywood.” 
Heard weekdays 9:30-10 a.m., 
| PWT, the program will continue to 
| originate from Sardi’s at Holly- 
| wood and Vine Sts., and format 
| will be unchanged. Kellogg Com- 
pany, Battle Creek, Mich., and 
| Procter & Gamble Company, Cin- 
| cinnati, sponsor portions of the 
show. The Blue has also an- 
nounced that Golden Pictures plans 
ja motion picture based on the pro- 
| gram. 


is the 


Advertising Age, January 2: 


LIFER—Frank E. Wescott, Post-Tribyng 
Gary, Ind., receives a life membe-shi, 
in the Newspaper Advertising Exe. 
utives Association (and a marveloy 
ribbing) from fellow life member Co) 
Leroy Herron, Washington Star, 


Kellogg Picks Aye 
for New Products: 


Starts Drives 


Battle Creek, Mich., Jan. 18, 
The Kellogg Company and N. yw 
Ayer & Son have resumed adve; 
tiser-agency relations after a laps 
of about 10 years, with appoint 
ment of Ayer as “advertisin 
counsel to assist in new produ 
development.” 

During the 18 years in whic! 
Ayer had the entire Kellogg a 
count, the billings on which have 
exceeded $5,000,000 annually, tha 
company is said to have introduced 
all products except the original 
corn flakes. The account wa 
moved in 1936 from Ayer to J 
Walter Thompson Company. 

Meanwhile, Kenyon & Eckhard 
obtained an increasing part of Ke! 
logg domestic advertising, whici 
in 1943 was divided about 50-i( 
between Thompson and K&E. In 
the fall of that year the Thompson 
part of this was shifted to K&& 
Thompson continues to  handld 
Kellogg’s foreign advertising. 

Kellogg executives did not di 
vulge the nature of the exper 
mental products. They also ha 
‘no comment” to make to a quer 
by ADVERTISING AGE on report 
that over-all advertising expendi 
tures for 1943, which were bein 
somewhat reduced from 1944 
levels (AA, Dec. 4), now are bein 
expanded. 

Kellogg has resumed “Super 
man” on the Mutual network fo 
Pep cereal, after a two-mont 
lapse, and has just announced the 
“largest big-space newspaper cam 
paign in years for All-Bran/ 
which will run in Sunday supple 
ments and in several hundred 
daily papers. 


Waltham Watch Drops 
Sumner Welles Series 


Waltham Watch Company 
Waltham, Mass., is discontinuing 
after 17 weeks its sponsorship 0 
commentaries by Sumner Welles 
former Under Secretary of Stalé 
after the Jan. 31 broadcast on § 
Mutual stations. 

The series may be continued 0! 
Mutual on a sustaining basis if 0 
other sponsor signs him. Reas0! 
for the Waltham cancellation | 
said to stem from a governmet 
contract for the company’s [uw 
production for the next two yeals 
with the decision that the serie 
was too expensive to coniinu 
merely on an institutional bas's 


| 


“MEET YOUR CONTRACTUR- 
BUILDER CUSTOMER”-- 


the sensational descriptive booklet ‘ 
the Building Market. Contains inform <- 
tion impartially presented that's eas ; 
understood about the building that ©! 
the talking is about. 


Send for a copy of this booklet, j::! 


off the press, or ask your advertising 
agency about it. 
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FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STO 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT. 
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Outdoor Group to 
Consider Action 
in Lighting Ban 


Chicago, Jan. 18.—Outdoor Ad- 
vertising Association of America, 
after receiving copies this week of 
Director Byrnes’ order banning 
outdoor display illumination, told 
its members the order provides 
that any exemptions to be granted 
must be sought by electric sup- 
pliers. 

OAAA urges its members, there- 
fore, to keep in close touch with 
their suppliers if they want ex- 
emptions. The order provides that 
suppliers may seek exemptions if 
in their opinion illumination of 
any outdoor boards, theater mar- 
quees, store fronts or other out- 
door signs will not reduce con- 
sumption of coal or ‘other scarce 
fuels.” 

A sub-committee of the OAAA 
executive committee will meet 
here next week to decide on a 


course of action in regard to 
handling of contracts between 
operators and advertisers, and 


| other 
order. 


| Advertising Bureau, 
| for 


| which 


problems caused by the 
Officials of the National Outdoor 
which acts 
advertising agencies in con- 
tracting with local operators to 
place outdoor signs, informed 
ADVERTISING AGE today that most 


present contracts provide for no | 


such contingencies as the present 
one, but that adjustments will be 
arrived at in several ways—either 
by cash credit, placement of addi- 
tional posters, or by other addi- 
tional service. 


OUTDOOR UP 40% 


New York, Jan. 18.—With a 
gain of about 40% in 1944 from 
1943, national advertising in out- 
door—24 sheets, painted bulletins 
and spectaculars—not only made 
the sharpest increase of any major 
national medium but overcame 
most of its losses since Pearl Har- 
bor. 

In 1943 outdoor national volume 
was 20% below the 1942 mark, 
in turn was 25% below 


1941. Indications are that 1945 


| volume in this medium will be at 


a record level. Business booked 
for 1945 on Dec. 31, 1944, was 
substantially ahead of the business 


booked on the same date of the 
year before. The actual amount 
| of the increase, in fact, was start- 


ling. But the slowing down in the | 


| progress of the European war, said 
|Kerwin H. Fulton, president of 
| Outdoor Advertising Incorporated, 
| may cause a more modest gain. 
Between 1941 and 1944, losses 
in 
classifications have been largely 
offset by gains in beverages and 
foods. These four classifications, 


85% of the national volume in 
outdoor. In 1941, automotive, in- 
cluding accessories, tires and gaso- 
line, was first, followed by bev- 
erages, hard and soft, foods and 
tobacco. In 1944, beverages had 
moved into first place, followed 
by foods, automotive and tobacco. 


Car Makers Return 


Although tobacco declined, due 
to the cigaret shortage, automotive 
was larger in 1944 than in 1943. 
Dodge, Ford and Plymouth came 
back into this medium, and Chev- 
rolet expanded. These four are 
continunig in 1945. Tire manufac- 
turers actually did more advertis- 
ing in outdoor in 1944 than in 
|1941. More than half of the auto- 


Glass tank for pickling and plating steel. 


& 


with No Reconversion Needed 
in PITTSBURGH 


tour No./ Fastwar Market 


~ pay, soon we hope, Uncle Sam and our Allies 


will no longer need glass for planes, battleships, 


cameras, search lights, and one thousand other uses. On 


manufacturer of 


The 


Represented by the National Advertising 
Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 


Department, 


Philadelphia and San Francisco. 


The Company 


of other uses. T 


that day, Pittsburgh Plate Glass Company, largest 
glass in America, can turn to peace- | 
time production with vo reconversion needed. 

’s three big plants in the Pittsburgh 
district will use the same men and equipment to meet 
an ever-expanding demand for glass for millions of new 


homes, new automobiles, new appliances, and scores | 


he largest advertising and merchan- 


dising campaign in the Company’s history is now under 
way to assure it a major part of this peacetime market. 
Get your share of your No. 1 post-war market by using | 


Pittsburgh's No. 1 newspaper. 


Pittsburgh Press 


In Pittsburgh 

In Daily Circulation 

in Classified Advertising 
in Retail Advertising 

in General Advertising 
In Total Advertising 


the automotive and tobacco | 


now as then, account for about) 


Advertising Age, January 22, \94 


| motive volume last year, however, 
came from gasoline and oil. 


Gulf Oil, for example, has ex- | 
panded outdoor schedules con- 
sistently since Pearl Harbor. Esso, 
out of this medium for about 18} 
months, came back in 1943 and| 
has announced expanded year-'| 
round schedules for 1945. Texaco | 
and Standard of Indiana were| 
“out,” for 1944, but Texaco has| 
placed orders for 1945. Shell and | 
Standard of California continue on | 
the West Coast; Amoco on the East | 
Coast is now expanding schedules, | 
and Conoco has continued in mar- | 
kets from the Atlantic Seaboard to | 
the Rockies. 

Since Pearl Harbor, Coca-Cola | 
has spent about twice as much 
money in outdoor as any other | 
national advertiser. Pepsi-Cola, 
Royal Crown cola and Dr. Pepper | 
are expanding. Schlitz and An-| 
heuser-Busch ranked first and sec- | 
ond among beer users of the me- | 
dium in 1944, but Pabst plans) 
sharp expansion in 1945, and Blatz 
is growing. Wine did not become 
a factor in outdoor until the last 
three years. Petri and Roma now | 
have substantial outdoor expendi- | 
tures, and so has Cresta Blanca. | 


Foods Make Big Gains 


Perhaps the most notable out- 
door gains have been in foods. All 
major food advertisers in this me- 
dium in 1944 are continuing, and 
often expanding, in 1945. Armour 
and Best Foods, for example, are 
|adding markets. Curtiss Candy 
used the medium in 1944 not only 
for candy but for its new Baby 
Ruth cookies and corn muffin mix. 
| Swift plans outdoor campaigns in 
| 1945 for more products and terri- 
tories. Other current advertisers 
|include Continental Baking, Heinz 
| [eeeeset by them to spend $1,- 
000,000 annually in outdoor), 
| Jelke, Kellogg, Loose-Wiles, Mor- 
| ton Salt, Stokely-Van Camp, Safe- 
| way Stores and Standard Brands. 
|On the other hand, California 


KUDOS—Fred G. Pearce, Mirror, 
toona, Pa., is given a gold life me 
bership card in the Newspaper Ady. 
tising Executives Association by |i 
member Harvey Young, Dispatch, ¢, 
lumbus, O., as Henry Ford II looks, 


Fruit Growers Exchange scheduld 
only painted bulletins and ys 
no outdoor posters in 1944 y 
has released a poster schedule ¢ 
1945. 

Both Chesterfield and Camé 
cigarets were leading outdoor q 
vertisers in 1944. Chesterfielg 
continuing this year, but Cam 
has not announced its plans. Mod 
tobacco has steadily expanded 
use of outdoor for several years, 


Westinghouse Announce 
Merchant Marine Film 


A panoramic story of the Amer 
can Merchant Marine from t¢ 
days of clipper ships to the pres 
ent has been prepared by We: 
inghouse Electric & Mfg. Company 
Pittsburgh, as a color slide fil 
with sound to tell the role mari 
time power has played in th 
growth of America. 

Zitiea “This. Time... Lé 
Keep Our Merchant Marine,” th 


film is available to _ intereste 
groups, which are asked to con 
tact the nearest Westinghous 
office. 


Recent nighttime power increase from 1000 to 5000 


watts, gives KCMO a 


through the entire 20-hour broadcasting schedule... 
assures a tremendous increase in KCMO’s already 


large evening audience . 


time buy in Kansas City. 


vertisers . 
rates. 


Don’t miss your chance at choice KCMO availabili- 
Take advantage of this outstanding bonus 
opportunity by getting in touch with your nearest 
John E. Pearson office today. 


ties. 


Represented by John E. Pearson Company 


GO PLACES IN KANSAS CITY 


E. K. (JOE) HARTENBOWER e GEN’L. MGR. 


| Kansas Citys Sasce-and ONLY-BLWE WHetauork Station 


For this increased power is a bonus to KCMO ad- 
. . there has been no increase in KCMO 
With power, programming, and promotion 
now second to none in Kansas City, KCMO delivers 
more listeners per dollar than ever before. 


strong, extended signal 


. makes KCMO the best 
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THE 


Your market has two halves—middle-aged, 
brand-complacent Mrs. Snapturtle—and young, 
brand-curious Sally Smith! 


Sally typifies the young beginner house- 
wife who doesn’t see advertising in women’s 
service magazines—because she finds service 
magazines uninteresting. Yet Sally is often 
‘‘fergotten’’ by manufacturers who think that 
their market begins and ends with the 50 per 
cent of American women who do read service 


magazines. F 


Sally enjoys screen-romance magazines— 
and buys 2,676,000 copies of Dell Modern 


Magazines every month. She’s prosperous; 
her median family income cf $2,710 gives her 
approximately the same buying power as 
service-magazine readers. But Sally wants to 
know what to buy, for her brand preferences 
are still unformed. She looks to advertising 
for this shopping guidance. Tell her about 
your brand in the pages of Dell Modern Maga- 
zines—NOW —and you'll quickly capture her 
buying preference! 


DELL PUBLISHING COMPANY, INC. 
World’ s Largest Publisher of Mass Magazines and Books 
149 Niadison Avenue, New York 16, N. Y. 


MODERN SCREEN *© MODERN ROMANCES © SCREEN ROMANCES 


ONLY WOMEN'S GROUP WITH 2 MAGAZINES OF OVER 1,000,000 COPIES EACH! 
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Reactions to New 
Allocation Plans 


Awaited by FCC 


Washington, Jan. 18—The ex- 
citement of its proposed allocations 
for television, FM and other serv- 
ices out of the way, the FCC this 
week awaited the reaction of vari- 
ous segments of the radio industry 
which may want to appear begin- 
ning Feb. 14 to discuss the numer- | 
ous decisions involved in the mo- 
mentous parceling out of air space 
for postwar development. 

Probably the ruling on FM, in- | 
volving modification or replace- | 
ment of the 46 stations now oper- | 
ating and the 500,000 receivers in | 
the hands of the public, will be) 
one of the most widely discussed | 
elements in the ruling, but the de- 
cision to let television go ahead on | 
existing standards would not be) 
universally approved either. 

By moving FM higher on the | 
dial, the FCC will provide 90 chan- | 
nels instead of the present 40. Al- 
together, the Commission is sug- | 
gesting that 70 channels be 
earmarked for commercial stations 
and 20 for educational broadcasting. 
No special allocation for “‘subscrip- 
tion radio” has been made but the 
report says that the way remains 
open for that service in the FM 
channels or in an adjacent unas- 
signed area. 

Under the decision, television | 
could get started as soon as the | 
equipment situation permits, using 
12 channels in the approximate 
area where several stations now 
operate. Admitting that the 12 
channels would not be enough for 
a national system of competitive 
television, the Commission is al- 
lowing space in the high bands for 
experiments with color television. 

Probably the most widely dis- 
cussed proposal in the allocations 
is the “citizens radio communica- 
tion service” to utilize “walkie 
talkies.” Based on the principles 
used in the amateur field where 
stations are free to wander from 
frequency to frequency in a re- 
served band, the citizens radio 
communication service would not 
involve assignment of frequencies. 

Designed to enable individuals | 
and firms to own walkie talkies to | 


It’s Easy 


to get distribution and 
sales in | 
INDIANA'S 

26 PROFIT MARKETS 

if you schedule a part of 

your advertising appro- 

priation for the 

INDIANA LEAGUE 

of 


HOME DAILIES 


For full particulars write or phone 


‘SCHEERER & Yor Ds | 


ORT sit 


Member of the American Association 


of Newspaper Representatives 


work in their business or homes, 
the service will be almost free of 
regulation except for elementary 
traffic rules, and a_ requirement 
that individuals be familiar with 
the FCC rules. 


Why FM Was Moved 


Explaining its decision to move 
FM, the Commission pointed out 
that with 248 applications already 
in the files, in addition to 53 sta- 
tions authorized, the present 35 
channels would be too few. “The 
cost to the publie as a result of 
moving FM from its present band 


to the proposed higher band will 
not be great,” the Commission said. 
“The 500,000 sets in the hands of 
the public are several years old. 
Even if the present band were re- 
tained these receivers would be- 
come partially obsolete since an 
expansion of the existing band 
would place a number of stations 
out of range.” 

After reviewing the arguments 
for and against reopening tele- 
vision on existing standards, the 
commission conceded that all tech- 
nical improvements were not pos- 
sible in the lower part of the dial, 


but added that it did not believe | 


that improvements presently avail- 
able should be abandoned and tele- 
vision held in abeyance pending 
development of another system. 
On the basis of its allocations, 
the Commission could assign as 
many as seven stations in one city. 
Establishment of “a truly nation- 
wide and competitive’ system 
would be handicapped, however, 
until technical progress permitted 
additional space in the higher 
channels. Television licenses were 
warned that so little space was 
available in their media that they 
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would be expected to make tp 
best possible use of their franchjcd 


Hires Changes Blue Shoy 


Charles E. Hires Company 
adelphia, starts its new cor 
show for Hires root beer J 
on the full Blue Network 
Dec. 4). Replacing “Heidt 
for Hires,” the new show wi 
called “Hires Ice Box Follj 
starring Wendell Niles and Dp, 
Prindle. It will be heard Wednes 
day, 10-10:30 p.m., EWT. Agenoy 
is N. W. Ayer & Son. ! 
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# €° t M azines will face difficult going|for explosives, rayon, cellophane,|has been permitted when equip-|the output of other grades of 

* franchisd aper uts ay when WPB calls its regular meet-| military shipping containers and| ment was available. paper was slightly below the pre- 
ings shortly to discuss second | explosives. The FCC immediately desig-| vious year. 

ollow Outdoor, quarterly cuts. Pulp and paper} Special bulletins were issued to| nated eight pending applications| Thanks to the success of the 

production remained on the new] field officers urging them to give|for hearings in the light of the| waste paper salvage effort, the 


any DAT critical lists issued this week, but| the highest ratings to pulpwood|new policy. Two other applica- | Department says, over-all produc- 
W ¢ adio Crackdowns WPB warned that essential mili-| cutting and intensify efforts to re-|tions for new stations—one in/tion of paper and _ paperboard 
or J Washington, Jan. 18.—With out- | tary demands are now endangered | cruit new labor. Cleveland, Tenn., and the other in| products—chiefly for military pur- 
ork oor already hit by the WPB ban|by the pulp shortage. This week’s tightening up on|Conway, S. C.—were granted on! poses—reached 17,182,888 tons, the 
eidt » outdoor decorative and orna- Over-all pulpwood inventories | radio station construction was ex-|the grounds that the community | largest in any single year since 
Ps : ental lighting, including show| dropped 12% from September to| plained on manpower’ grounds.}had no primary service. 1941. That record was achieved, 
| Fol indows and marquees, and with| November, WPB reported, and a/ Under the new ruling, no con- Production of newsprint in the| despite the diversion of labor, ma- 
— fresh taboo on the construction | question arose whether the graphic | struction will be authorized “un-|U. S. during 1944, limited by| terial and equipment to war pro- 
1 Wednes + radio broadcasting stations| arts industries would oe able to| less it will contribute to the war| WPB allocations, fell to the lowest duction and shutdown of 16 mills. 


sued by WPB this week, it seems| continue getting current alloca-| effort.” For nearly a year new} point in 45 years, the Department While production of paper, de- 
rtain that newspapers and mag-| tions in view of the requirements | construction of 250-watt stations| of Commerce reported today, and| pendent on wood pulp, fell from 
8,415,254 tons to 8,210,062 tons, 
output of paperboard exceeded 
any previous record. Presence of 
waste paper sustained output of 
book and other papers in the face 
of the tremendous paperboard 
output, the Department said, per- 
mitting diversion of pulp. 
Newsprint output in 1944 was 
720,752 tons, compared with 811,- 
309 tons the year before and 
967,211 tons in ’42. Shipping sacks, 
, special industrial, sanitary, ab- 
From where we stand, we're aware of a challenging spot- sorbent and building papers were 
the only types for which 1944 
production exceeded 1943. 


w 
light beamed on Mutual from all of Radio Row. The 


situation seems to call for a statement, so we dip into 


the classics to give you SMEYAE BPAAEQ®. That’s 


Bl 


Greek to us, too, but in English it serves this network 


as a highly suitable text: “make haste slowly...” 


In any field of endeavor, to make haste slowly means to 


=U 


make no premature promises of brave new worlds to 
come. For a radio network, it means building—soundly 


...firmly...solidly—carefully deliberating every move. 


Here at Mutual, we interpret =FEYAE BPAAEQS to 


mean an honest, searching inventory of all we have to 


—_ offer. A close scrutiny of those factors which are good 


but which can be improved; an even closer scrutiny of 


those that are not-so-good and which must be improved. 


a And a frank realization that both exist in Mutual. To AO) —" rr 
make haste slowly also means the application of tested HIGHWAY 


poe 


radio and advertising judgment to the practical prob- 


lems of programs and stations and clients and listeners. L . 


PMoabe 


We think we've made a start. To the veteran minds at 


Mutual have lately been added other veteran talents M UTUAL 


new to this network. Working together in close harmony, 


this strengthened manpower is striving toward full and 5 i 0 AD C A ST N G | 4 

) Me 3 

intelligent cooperation with advertisers ... agencies. . . TRANSPORTATION, 

station operators . . . radio artists . . . program producers. SYSTEM EQUIPMENT, MATERIALS, 
= AND SUPPLIES 


— Alwa f i i i ic. 
ways, of course, in the interest of the listening public THE ONLY ABC-ABP PUBLICATION 


REACHING THESE EXECUTIVES 


Everyday Working Tool in Shipping 
and Transportation 
SUBSCRIPTIONS $15.00 A YEAR 

goals, as we continue meantime to [MEYAE BPAAEQS. OVER 80% RENEWALS 


ee Write for Specific Market Data 


TRAFFIC WORLD 


We'll keep you posted on our progress toward these 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST 


- 
NEW YORK 17, N. Y. 
122 EAST 42nd STREET 
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Court Turns Down 


Fitch Appeal in 
Excise Tax Case 


Washington, Jan. 18.—Without 
special Congressional sanction, 
courts are powerless to correct an 
inequity in the tax law which may 
place corporations operating ex- 
tensive sales and advertising pro- 
grams at a price disadvantage to 
competitors who leave the bulk of 
merchandising costs to retailers, 
the Supreme Court ruled this 
week, in rejecting the appeal of 
the F. W. Fitch Company for a 
$57,000 excise tax refund. 

While the excise levy in ques- 
tion no longer exists, considerable 
interest was evident here in the 
emphatic finding of the court that 
advertising and sales are so readily 
classified as manufacturer’s costs, 
similar to actual costs of labor and 
materials, that without specific ex- 
emption they must be assumed to 
be part of the excise tax base. 

The act in question made no 
mention of advertising and selling 
costs, merely ordering that a tax 
should be collected based on the 


actual costs incurred by a manu- 
facturer before delivering an item 
to a dealer. While insurance, 
transportation and installation 
were exempted, the court said it 
must be assumed that Congress 
intended advertising and selling 
to be included in the taxable 
items. 
Cites Disadvantages 


Fitch had argued that advertis- 
ing and sales costs should not be 
included in the taxable base be- 
cause the levy would then work 
to the disadvantage of firms that 
were engaged in active promotion 
of their products. The argument 
prevailed in the lower court, but 
was overthrown on appeal and in 
the Supreme Court. 

The Supreme Court pointed out 
that Congress ordered that “all 
manufacturing and other charges 
incurred prior to actual shipment” 
were subject to the excise, “‘Ad- 
vertising and selling expenses are 
obviously not comparable to the 
specified charges of transportation, 
delivery, insurance or installation 
—all of which were incurred sub- 
sequent to the preparation of art:- 
cles for shipment and are not in- 
cluded in the manufacturer’s FOB 


selling price,” the court said. The 
selling items must necessarily be 
part of the “other charges” men- 
tioned as part of the tax base, the 
court declared. 


Courts Held Powerless 


Turning to the discrimination 
issue, the court agreed that the 
different costs and methods of 
doing business could result in 
varying wholesale prices, to the 
disadvantage of a firm engaged in 
its own advertising in favor of one 
whose products were advertised by 
its customers. But the court added 
that “where a flat tax is imposed 
and no statutory provisions exist 
for relief, courts are powerless to 
supply it themselves by imputing 
an unexpressed intent of Con- 
gress.” 

Since the issue arose, the excise 
tax law has been clarified and 
finally, in October, 1941, suspended 
in favor of a tax on retail selling 
prices which completely overcame 
the discrimination element. 


Joins Abbott Kimball 

Kay C. Jones has joined the Los 
Angeles office of Abbott Kimball 
Company, as head of media and 
production. 


Joyce Foresees Radio 


Sales of 1/2 Billion 

By the end of the fifth full tele- 
vision production year, the retail 
volume of the radio television 
equipment field will be approxi- 
mately $1,440,000,000, Thomas F. 
Joyce, general manager of the 
radio, phonograph and television 
division of the RCA Victor divi- 
sion of RCA, told the Advertising 
Club of Washington recently. This 
figure contrasts with the 1941 re- 
tail value of about $620,000,000, he 
said, and portends a possible 300,- 
000 new jobs in the video field. 

Mr. Joyce mentioned 67,000 
more jobs in radio manufacturing; 
15,000 in broadcasting stations; 
135,000 in retail and wholesale 
distribution, and 85,000 for radio- 
television service men. 


Inland Press Cancels 
February Meeting 


Directors of Inland Daily Press 
Association have voted to cancel 
the 6lst annual mid-winter meet- 
ing scheduled for Feb. 20-21 at 
Chicago. Plans are being made 
for an exchange of surveys and 


| discussions by mail. 


“Thanks to 


my good 
teacher 


Modern 


Plastics. 


33 EAST 33rd STREET - 


. 


aray &@co. 


NEW YORK 16, N. Y. 


A chance meeting two years ago 
with a copy of Modern Plastics 


introduced me to the industry... 
and started my plastics educa- 


tion. 


ODERN 


... the only ABC plastics paper 
... the authority on the subject 
... the established institution in its field 


LASTICS MAGAZIN 


... one of America’s great industrial publications! 


All that I now know about the 
field's amazing possibilities I 
owe directly to Modern Plastics 
Magazine...to the helpful enlight- 
enment derived from its pages... 
to the untiring cooperation re- 
ceived from its technical staff 
e-»eand to the invaluable assist- 
ance rendered by its advertisers. 


Today our company is using plas- 
tics in as large a volume as is 
permitted...we have recently in- 
stalled a pilot plant for "home" 
experimentation and expect that 
our enthusiasm and effort will 
lead us to even greater pastics' 
participation — postwar. 


Your appreciative "pupil", 


MEMBER AUDIT BUREAU 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK I7, N.Y. 
Chicago * Washington * Cleveland * Los Angeles 


OF CIRCULATIONS 


INC. 
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Poor Richard Clu 
Gives Gold Medg 
to Bob Hope 


Philadelphia, Jan. 17.—Before | 
sell-out crowd of 1,500, comedig, 
Bob Hope received the 1945 gojj 
medal of achievement awarded by 
the Poor Richard Club at its 404, 
annual banquet here last nigh 
The Pepsodent Division’s star ey 
tertainer, who won the award be 
cause of his efforts in entertaining [@ 
fighting men and women here ang 
abroad, has covered 200,000 aj iim 
miles overseas and entertaine 
7,000,000 persons. 

The award, presented by cly 
president Graham Patterson, is thg 
first made to a figure in the enter 
tainment world since 1935, whe 
Will Rogers received it. Donald y 
Nelson, the winner in 1943, was 
guest. 

Hope was hailed as ‘a leader g 
America’s wartime entertainmey 
force.” In accepting the citatioy 
he said, “There are plenty of me 
over there who could wear thd 
honor of this award because, j 
achievement is doing something foj 
others, they whittled out achieve 
ment with a capital A. Ow 
achievement was getting a laug 
and a song where and when it wa 
needed the most. I want to thank 
the club for this honor, but aboy 
all I would like to thank every kig 
in uniform for the honor of work 
ing for him.” 


Senate Approves Porter | 


The Senate has confirmed the 
appointment of Paul A. Porter t 


fill the unexpired term as chair 
man of the FCC, vacated last N 
| vember by James Lawrence Fly 
Mr. Porter, whose term will expirg 
| June 30, 1949, has been serving ar 
| interim Presidential appointment 
‘See vacancy remains on the Con- 
mission. 
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Oniy to those who give is leadership given. It is the 


reward for serving, for being useful to humankind. Thus, for 44 


consecutive years, the Chicago Daily News has carried more Total 


Display advertising than any other Chicago newspaper— morning, 


evening or Sunday.* Advertisers have learned how abundantly 


the Daily News helps their marketing ambitions in this great 


Mid-West city of rich sales opportunities. And learned so well 


that they rank the Daily News as *For fair comparison, 


liquor linage omitted 
since the Chicago 
Daily News does not 
accept advertising for 
alcoholic beverages 


CHICAGO’S BASIC ADVERTISING MEDIUM 


CHICAGO DAILY NEWS 


See eae Zere 


Ld 
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FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 


eo 
) 

et 

) 

# se 

se 

’ 

ae 

’ 

se 

' 

se 

se 

ve 


c. 2 DA © BA e BAS e BA e BA e BAS ° BA * BASIC * B /@® BA e BA e BA e BA i 
aati oo Be ~~ ae ig "Een . DAC = AOTm . T NEON. MA DMaACM -« DACW — s OCQIm « Mac .. 
.° B: i A f’ ee ake jag i wi He sic: Ra mista a aianee . AE 0) gpg DM en BR: hort ego \c A age p= kale : 
. j ¢ 1. Se ‘ -_ eo a DL »! Cc * BASIC e R A © Dd. AS. er Ds >k dh. ge BA a 
j > * BASIC + BASIS \SIC * BASIC * BASIC 4 
BASIC 2a > « BASIC « BASIC * B Be: 
; IC * BASIC * BASIC a 
BASIC « Bz IC « BASIC * BASIC = 
| >* BASIC «, r) S | : 1d bi 
tt C# BASIC ¢ BA! ee 
ey ! ee 
AS \ ¢ BASIC ADI - DAOIW * DA ; 
BASIC * BASI BASIC * BASIC ‘. 
ABASIC + BASIC he 
2+ BASIC * BAS ‘ASIC * BASIC * . 
| . RACT ‘e BASIC ¢ BASI ine 
| BASIC « BASIC | 
» BASIC * BASIC = 
f \SIC * BASIC « had 
* BASIC * BAS 7 
ASIC * BASIC “a 
. ¢ BASIC « BAY : 
S —T) 2SIC e BASIC ad . 
, : _ 4SIC © BASIC « BA . 
"awit BASIC * BASIC a 
t IC Si B 4 ; B. i BAS Cc e BA SIC ° Dae Ce BASIC nN 
(SIC * BAS * BASIC | 
C* BASIC BASIC ¢ ‘ 
asic « C+ BAS 
IC * BAS * BASIC ¢ ia 
SIC + B SIC + BAS | 
c* BA BASIC ¢ a 
= * AS er :, SIC - B be 
«Ie * BASIC * BASIC g 
—— BASIC ¢ EB . 
_ Pra cf . 1 ae oe 
isco aoe SS Peace! 
ture Res ee ae ; 
AQ) ¥ . : " 
(] > * BAS ee Ager | 
SIC e@ 2 ‘ oe 
-IC* BASH SS Bry 
a | * BASIC eee . 
1) ae ee RRS | 
; | } » Bz SIG ° B. iC e ; 
a >° BA * BASIC zs 
= 'BASIC® & SIC * BAST 
BASIC’ B SIC ¢ BAS a 
_ ASIC * BAS ee * BASIC » an 
= en ) al ASIC ‘ “ >! ae > ‘ . 
co ’* BAST ASIC ° * 
| BASIC + E SIC + BASI a 
| SIGs BASIC ASIC « be 
IG BAsIG SIC * BAS q 
A ° De SIC * BAS oe 
AS. a : IC +E 
|) $Basic BASIC » E 
. 2 + San - SIC * BASIC « E | a BASIC BAe oe ° Be ~~ Sce mae - 
; | Bic e BASIC e BASIC « BASIC e BASIC « BASIC « BASIC « BASIC « BAS ASIC « BASIC e BA; RAS AS 
E | - * BAS Rae. Se eee Te ee ae ik com, ae 
: of i .~ 5 roan 4 ¢ of +g q . “sf ee on = a AS '*, : F nS > AS ae ‘\* x : J - » : ss ; & 
: ASIC ® BASIC » BASIC * BASIC = See © DASIC's IASIL * BASIC | ee a a ee 
cae ~ © BAO: il 9 og ; ve ste ¥ < . : > , ame RQ, . 4 


“10 
Eureka Curbs 
Consumer Items; 


Pushes War Output 


New York, Jan. 17.—Eureka 
Vacuum Cleaner Company, Detroit, 
is undertaking new war contracts 
which will substantially increase 
war production, George T. Stevens, 
vice-president in charge of sales, 
told a conference of eastern dis- 
tributors and company personnel 
here’ yesterday. Consequently, 
manufacture of a limited number 
of vacuum cleaners and cordless 
electric irons, recently authorized 
by WPB for civilian use, has been 
postponed. 

The company will increase out- 
put of electric control motors for 


bombers and fighter planes, pyro- | 


technic signal devices, and ma- 
chine-gun chargers, among other 
war material. 

In the meantime, the conference 
was given a preview of Eureka’s 
postwar consumer products, fea- 
turing a new complete home clean- 
ing system, a cordless electric iron, 
and an electric garbage disposer 
unit for home kitchens. 

Speaking at the 34th annual con- 
ference of the National Retail Dry 
Goods Association here last week, 
Mr. Stevens emphasized the oppor- 
tunity of department stores to plan 
now for increased appliance sales 
in the future. Among advantages 
of such stores in merchandising 
these items, Mr. Stevens listed 
recognized names, prestige, reputa- 
tion, confidence, reliance on 
public loyalty, central and acces- 
sible location, prominent and ap- 


pealing display, sidewalk, street | 


and floor traffic, credit facilities, 
dependence of their accounts, de- 
livery, service, sales volume, and 
maintenance of prices and terms. 

He pointed out that the average 
$5,000 postwar home would in- 
clude an expenditure for major 
appliances representing more than 
50% of the entire cost of the 
home’s furnishings. Even the most 
conservative postwar estimates of 
prospective sales volume, Mr. 
Stevens declared, would justify 
main floor location. This furniture 
stores have been willing to do, he 
said, and in the 1936-1941 period, 
they increased percentage of total 
sales on appliances from 11.5% to 
17.8%, while department stores in 
the same period increased from 
2.5% to 2.8%—or an increase of 
about 13% in department stores as 
compared with more than 50% in 
furniture stores. 


Join Bramson Company 


Frank M. Scotten, formerly with 
Great Lakes Engineering Works, 
River Rouge, Mich., has joined 
Bramson Publishing Company, De- 
troit, as technical editor of Pro- 
duction Engineering & Manage- 
ment. Kenneth Allen, recently on 
the technical staff of Chrysler 


Corporation, Detroit, has been 
appointed an associate editor. 
Schwalb Promoted 


William H. Schwalb, with Cal- 
vert Distillers Corporation, New 
York, since 1935, most recently as 
assistant division manager of the 
New York and New England ter- 
ritory has been appointed manager 
of the central division, succeeding 
Geoffrey M. Field, resigned. His 
headquarters will be in Chicago. 


The most valuable picture in America 


THIS IS A PICTURE of an American boy’s 


ability to shoot. 


Shooting like this is one of the things that 
has always put America on the winning 
end of wars. Deadly accurate shooting — 
whether the distance was fifty yards or 


five hundred. 


Shooting like this by American boys in 
World War I stopped the Germans in their 


tracks thirty-five miles from Paris— 


stopped them when it seemed that 


nothing could—when retreat was 


everywhere and “‘Fini la guerre!’’ was the 


LANE FRE EE ESR ay 


sebenestistennncnattiinamnecinid 


thought in the hearts of the stoutest. 


to shoot. 


Shooting like this turned the tide. Just as 


out of business. 


it is turning it today—on every front 
where tack-driving American marksman- 


ship is putting international banditry 


Every year, thousands and thousands of 


American Boys are taught to hit what they 


What makes Americans such good shots? 


marksmanship. He isn’t a good shot merely 
because his great grandfather could pick 


off squirrels at 100 yards. He’s a good shot 


even an American boy doesn’t inherit 


because of teaching, training and practice. 


shoot at. 


Some say it’s an American tradition. But 


to paint pl 


That is the only way anyone can learn 


That is why the American Legion sponsors 
some 300 Junior Rifle Clubs as a very 


important part of its Youth Program. 


We hope they’ll never need to use their 
skill on anything more than a paper 


target. But if another war comes, let’s be 


Advertising Age, January 22, Ig 


Postwar Total of 
$3 Billion for 
Ads Is Predicted 


Further Rise of 
Private Brands Is 
Also Anticipated 


Chicago, Jan. 16.—Assumiin 
postwar economy of $120 billion 
consumer income, expenditures ; 
advertising will probably total s 
billion or more, Prof. Neil H. Bo, 
den of Harvard 
University told 
the Newspaper 
Advertising Ex- 
ecutives As- 
sociation here 
today. 

If newspapers 
continue to get 
approximately 
one-third of all 
advertising dol- 


lars, he said, 

this would Neil Borden 
mean an annual 

advertising income for the na 


tion’s newspapers of about a bil 
lion dollars, far in excess 9 
the $600 to $650 million total 
of recent years, but he warne 
that intensive price competitio 
will force advertisers to seek 
more and more effective market 
ing methods, so that “the placq 
of newspapers in such an adve! 
tising world will be profitable i 
accordance with the extent 
which they sharpen their selling 
adapt themselves to changin 
needs and desires of readers an 
advertisers, and search for facts t 
show how the medium can be 
effectively used.” 

Prof. Borden, author of “Tha 
Economic Effects of Advertising,’ 
and currently engaged in a ney 
study of advertising practice, base 
his estimate on historical conclu 
sions that from 2.5 to 3% of thé 
national income is accounted fo! 
by advertising of all kinds. He 
made it clear that he was assum 
ing a national income of $120 bil 
lion, not necessarily predicting it 
and also that he was assumin 
that the economic “climate” wil 
be dynamic and expanding. 


New Products Seen 


Durable consumer goods offer 
the greatest possibilities for post- 
war advertising expansion, Prof. 
Borden emphasized, but they alone 
cannot substantially increase vo- 
ume. New products in the non- 
durable field will undoubtedly 
boost expenditures considerably, 
especially during the introductory 
period, while travel and vacation 
copy will also expand greatly. _ 

“In recent months,” he said, 
“there has been a great deal of 
wishful thinking to the effect that 
national brands have gained 3 
position which will give them pr0- 
tection against a resurgence © 
private brands.” This is true, 
part, but “large retailers and v0l- 
untary and cooperative chains alt 
as desirous as they ever we! 
controlling the marketing process 
They will not sit idly by.” I 
addition, he emphasized, it wl! 
be easier than ever for them | 
develop large and_ satisfactor! 
sources of supply for the mnt 
facture of private brand goods 
Not only will the number of po 
tential suppliers be greatly 
creased, but even manufactwre!s 


ready with an army of artists—all able | 


ctures ike the cne shown above. 


“having their own brands avé 

increased productive capac't) 

which they may well want t 

by selling to private brande! 
Prof. Borden warned tha 

advertisers will strive const 

to increase the effectivenes 

their advertising, pointing out 

this calls for more and moré 


jective data and more rest 
designed to produce greater r¢ 
| per dollar of advertising ex; 
| ture. 


THE AMERICAN LEGION maintains 15 year-round 
. youth activities, sustains interest of all mem- 
bers through the pages of The American Legion 
Magazine, suggesting, inspiring, helping. 


| Kellogg Promotes 


E. M. Leaver, Cleveland di 
|sales manager of Kellogg | 
Company, has been appointed «!* 
trict sales manager at San F:a™ 
}; Cisco. 
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The time is near for advertisers to revise 
their concepts of mass selling... to be- 
come familiar with new measurements 
of production and consumption. 

For full-scale Television is near—a 
medium of unparalleled mass impact, 
certain to create profound changes in 
our national life. The combined effec- 
tiveness of sight plus sound is generally 
estimated as ten times greater than 
sound alone. Consider the potentialities 
of such a selling force— projecting new 
thoughts, new ideas, new products, 
into millions of homes simultaneously 
... molding men’s minds and stirring 


their hearts in @ matter of moments! 

Don’t sell Television short! Nine Tele- 
vision Stations are on the air today. 
More than eighty applications to con- 
struct stations have been filed with the 
Federal Communications Commission. 
Scores of advertisers and advertising 
agencies—for more than a year—have 
been developing commercial techniques 
by producing experimental Television 
programs at DuMont’s WABD, NewYork. 
Better look into Television now before 
its inevitably swift postwar expansion 
moves into high gear. Get in touch 
with DuMont today. 


DuMONT TELEVISION IS READY...ARE YOU? 


ALLEN B. DUMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 
2 MAIN AVENUE, PASSAIC, NEW JERSEY. TELEVISION STUDIOS AND 


STATION WABD, S515 MADISON AVENUE, NEW YORK 22, NEW YORK 


Copyright 1945, Allen B. DuMont Laboratories, Inc. 
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Newspaper Color Advertising 


After hearing a report of Louis 
D. Young, advertising manager of 
the Indianapolis Times, to the 
Newspaper Advertising Execu- 
tives’ Association meeting in Chi- 
cago last week, in which he told 
of the substantial volume of color 
advertising developed by that 
newspaper, one may be justified 
in believing that this is a division 
of newspaper advertising which 
merits more attention than it has 
been receiving. 

Advertisers have shown plenty 
of interest in the ability of news- 
papers to provide run-of-paper 
color, just as they have done in 
the use of color roto, color adver- 
tising in the comic sections and 
in Sunday magazines distributed 
with newspapers. But their en- 
thusiasm for color in the daily 
newspaper has been dampened by 
wide variations in the quality of 
reproductions, as well as lack of 
any apparent pattern of color 
rates. 

We are certain that discussions 
such as that of Mr. Young will 
stimulate newspapers to study the 
question on both fronts. As Mr. 
Young pointed out, good color re- 
production is not entirely a matter 
of press work, but involves team- 
work all along the line, among 
artist, engraver, electrotyper and 
stereotyper, as well as the men 
who manipulate the presses. But 
it has been demonstrated to the 
satisfaction of both advertisers and 


Continuity of 

It used to be said that barbers 
are the only people who change 
jobs more frequently than adver- 
tising men. That may or may not 
be true, but an even casual ex- 
amination of business paper 
ports demonstrates that rapid 
turnover is one of the chief phe- 
nomena of this business. 

War time difficulties in main- 
taining both numbers and quality 
in advertising organizations have 
increased interest in the many 
plans which have been adopted in 
recent years by advertising agen- 
cies, media and others exclusively 
concerned with advertising. Profit- 


sharing plans, retirement plans 
and other devices which are in- 
tended to stabilize employment 


and give the employe a permanent 


stake in the business are being 
adopted by more and more enter- 
prises as the desirability of such a 


program becomes more apparent. 
An able and conscientious em- 


publishers that higher standards of 
reproduction can be _ established 
and met. 

We have been hearing a great 
deal of late about the postwar 
plans of newspaper publishers in 


"| don't care if you are a Paper Trooper . . 


Aon 
Day 
—Copyright 1944, Field Publications 

Courtesy Newspaper PM 


. can't you wait till | finish?" 


Atlanta Magazine 


terms of new plants, and it is a 
safe bet that in designing these 
plants a great deal more emphasis | 
will be placed on facilities for | 
handling color advertising. Many 
plants have been struggling during 
the war period with obsolete 
equipment, but after the war the 
development of new and modern 
facilities for production will open 
a broader highway for color ad- 
vertising. 

From the standpoint of the na- 
tional advertiser, accomplishment 
of better color printing must be 
accompanied by a more general 
provision of color service and a 
greater uniformity in color rates 
to make newspaper color attrac- 
tive and practicable. Rates must 
be competitive with other media, 
and should reflect a better agree- 


ment among publishers as to costs 
and potential volume. Some rates | 
are now too high to attract that | 
kind of business. 

With the new approach which 


newspapers are now making to in-| 


If the first two editions of the 


new Atlanta Journal Magazine are | 


fair examples of what readers of 
the Sunday Journal are to get each 
week—and there is no reason why 
they should not be—the readers 
and the newspaper are due for 
mutual congratulations. The new 
tabloid 32-page roto magazine, 
with beautiful color photo covers 
and a wealth of color, photography 
and highly localized feature ma- 
terial looks like a winner. 


Tells Clients All 

The Windsor office of Walsh 
Advertising Company has organ- 
ized a series of “client relations 
clinics” which give promise of 
developing a new high in client- 
agency relations. The agency holds 
a staff executive meeting every 
Monday morning at which prob- 
lems of various clients are brought 
up for discussion. And on the first 
Monday of each month, a dinner 
is held, at which every member 
of the local staff is present, and 
to which no fewer than three 
clients are invited. 

At these dinners, each invited 


re- | 


crease the attractiveness of the| client outlines the setup of his 
medium to advertisers, it is certain | organization, the products it 
that definite steps will be taken to | makes, its distribution methods, 
make the daily newspaper an in- | the history of its advertising and 
| creasingly important factor in the | merchandising, and its present ad- 


(ee . eee | vertising program. If there are 
| rowing field of color advertising. any specific problems on the 


| client’s mind, they are outlined at 
Employment | this meeting and taken under ad- 
| ploye, who is doing good work for | Visement by the staff, which re- 
‘his present company, may switch | P°'ts suggested remedies to the 
|to another job if the compensation | mca SRSCUSVE th CRATES Gt The 
‘looks good. He would not be so| ~ . 

ready to change if it meant the | 


agency executives may _ discuss 


loss of all or a part of the fund 
built up for him under a profit- | 
sharing or retirement plan. 

Heads of advertising businesses | 
who have been considering pro-| 
grams of this sort realize that the | 
present tax situation makes their | 
adoption much more practicable | 
than it might have been hereto- 
In addition, they are dis- 
covering that there are many types 
of available plans, and that it is 
not necessary to adopt one which 
requires a_ specific contribution | 
each year, regardless of the earn- 
ings of the business. Most of those 
which have been studied by Ap- 
VERTISING AGE provide for varia- 
tions in the amounts contributed, 
depending on the results of each 
year’s operations. 


fore. 


such things as the operation of the | 


agency, new developments in the 
advertising field, etc. Occasionally 
suppliers and media men are in- 
vited to sit in and present sugges- 
tions, new thoughts and ideas. 


'Personal Censorship 


ADVERTISING’S AGE’S London cor- 
respondent vouches for this story 
of personal censorship in Spain: 

The advertising manager of a 
Spanish daily found that the adver- 
tisement for a well-known Swiss 
hair restorer was among the items 
censored in one of his issues. He 
expressed his surprise over this 
intrusion on what remained of his 
press freedom, and was told by 
the censor’s office that they had no 
knowledge of the action—all regu- 
lations affecting the sale of the 


hair tonic, and even the copy and 


illustration 


in the ad, met the 
strictest censorship requirements. 
So the ad manager made a per- 
sonal trip to the chief censor’s of- 
fice. There he learned from the 
personal secretary of the censor 
that the ad was not to appear 
under any circumstances; the chief 
censor had tried the product him- 
self, and was not convinced of its 
efficacy. 


Jottings 

“Swift and Company” has noti- 
fied stockholders of its desire to 
change the corporate name _ to 
“Swift & Company.” It will take 
an amendment to the articles of 
incorporation to do it. It also in- 
tends to broaden and clarify the 
objects. clause in its charter to 
cover any possible future field of 


activity, but adds: “There is no 
present intention of engaging in 
new lines of business.”.. . 


Bert Reh, classified ad manager 
of Lancaster Newspapers, thinks 
that a very important advertising 
classification after the war may be 
memorials to men killed on mili- 
tary duty, if the situation is 
handled sympathetically and tact- 
fully. His department has already 
prepared a tactful printed solici- 
tation and a booklet of over 40 
new verses... 

A Philip Morris executive came 
into his office the other day smok- 
ing a Regent cigaret, product of 
Riggio Tobacco Corporation—and 
he wasn’t fired. Regents were all 
he could get. 


And if you think that’s funny, 
don’t forget that American Tobac- 
co Company employes are limited 


After the clients have finished, | (Via a signed card system) to one 


carton every two weeks... 
Avon Book Company has an- 

Rex 

selling 


|nounced publication of The 
|Stout Mystery Quarterly, 


‘for 25 cents, “blazing fresh trails | 


|in the short story form of mystery, 


ig . ” 
fiction. 


supernatural, crime and detective | with an appendix which gives the 
When paper becomes a| principal statistics on which t 


The following documents a, 
be secured without charge 
companies sponsoring them, o, 
through ADVERTISING AGE, by iny 
national advertiser or adverti ing 
agency executive writing on his 
business letterhead. 


No. 2462. You Need Design. 

This booklet, issued by Manvan 
& Eckland, Chicago, discusses the 
need for good design—or redesign 
—of products and packages, and 
tells about the services this indus- 
trial design organization is pre- 
pared to provide. 


No. 2463. People and Markets of 
Tomorrow. 


Opinions and reports of indi- 
viduals, companies, associations 
and government, forming a sym- 
posium of postwar thinking and 
planning, are contained in this 
brochure, issued by Hearst News- 
papers. The subjects include em- 
ployment, retail distribution, sales 
planning, public relations for in- 
dustry, and many others, with 
charts on various aspects of the 
postwar market picture. 


No. 2464. Give Your Product 
Point-of Sale Punch. 

The Chicago Show Printing 
Company has issued this booklet, 
which contains pictures and de- 
scriptions of numerous display 
ideas. Examples are shown of 
floor, window, shelf, counter and 
other point-of-sale displays for 
retail outlets. 


No. 2383. About True Story. 


Miniature sales data sheets en- 
closed in a folder, issued by True 
Story, provide a handy condensa- 
tion ,of useful information about 
this publication as well as the wo- 
men’s service magazines, weeklies 
and monthlies listed. The material 
covers circulation, including dis- 
tribution by city sizes, by occupa- 
tion, income groups, etc., reader- 
ship, True Story’s ranking among 
other magazines and a wealth of 
other data. 


No. 2447. Postwar Dayton Will Be 
Bigger and Busier. 

The strong postwar position of 
Dayton, O., is the subject of this 
booklet, which contains reprints of 
a series of eight advertisements 
which have been published in ad- 
vertising and publishing business 
papers. The series, placed by the 
Dayten Journal-Herald, points out 
Dayton’s industries and products 
made by them, the area’s farm in- 
come, and expansion plans which 
already have been blueprinted. 


No. 2448. The Postwar Railwcy 
Market for Manufacturers. 
Simmons - Boardman Publishi 
Corporation has issued this 10 
page booklet, in which the edit 
of Railway Age predict a postw 
market exceeding the appro> 
mately $1.2 billions annually 
which the railroads have spe 


ga 


ee i 


with manufacturers in the Pp: 
three years. The booklet clos s 


5 


reasonably free commodity, it will| conclusions in the text are bas‘ 


be a monthly... 
Strange things happen these 
days. Some subscribers to News- 


week found a card inserted in the 
Jan. 8 issue, explaining that the 
poor printing quality of the issue 
was due to the fact that subnormal 
weather in Dayton, where News- 
week is printed, had increased gas 
consumption so much that natural 
gas drying equipment on the high 
speed presses could not be used. 
The run had to be completed at 
lower speed, with relatively unsat- 
isfactory ink. . 


and includes purchases by t 
railroads of some of the ma 


items in a tabulation coveri 
several years. 
No. 2410. 64 Direct ‘Circulat 


Offices’ Guarantee Coverage 
the Metal Industry. 

Metal Progress has issued t 
folder, which describes the cir< 
lation method in use by this pu 
lication, and its effectiveness 
delivering a complete coverage 
the metal producing and met | 


working industries. 
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Dailies Told of 
Results Achieved 
by Color Ad Copy 


Big Expansion of 
Newspaper Color 
Seen for Postwar 


worth the effort in view of the 
heightened value of advertising 
and the greater revenue possibili- 
ties. He envisaged newspapers 
ultimately using color widely in 
editorial as well as advertising 
production, and even the possi- 
bility of higher grade newsprint 
and the use of 80 or 100-line 
screen halftones in color reproduc- 
tion. 

To prove what color can do for 
advertisers, Mr. Young cited a 
number of case histories of his 
own paper’s operations, where 168 
color ads were run last year: 


1. H. P. Wasson Company, In- 
dianapolis department store, is 
now entering on its third year of 
consistent color advertising of its 
toiletries department, featuring 
national brands, and appearing 
every Monday. As a result, “their 
volume for this department has 
had fantastic gains, month after 
month. They have just appropri- 
ated another $20,000 for advertis- 
ing this particular department in 
a single newspaper (ours) for 
1945.” The series has not only 
stepped up sales and pepped up 
the department and the whole 


store, but “the manufacturers, in 
appreciation of this fine advertis- 
ing, despite shortages, fed them 
with merchandise to back up this 
advertising. . . Manufacturers are 
actually fighting for representation 
in the series, and at the moment, 
their program is scheduled four 
months in advance.” 


Reverses Downward Trend 


2. Wm. H. Block Company, an- 
other big Indianapolis department 
store, found shortages and the ab- 
sence of nylons reducing volume 
in its hosiery, department enor- 


Te preg Gt; . autryg = 


mously during the first six mont 


of 1944. In July they began 
sistent color program on |} 
running every Tuesday, “w 
result that they ended th 
with an increase, both in 
volume and sales units, ove 
The _ series, 
for half pages, was quickly | 
to pages, with allied lines s 
handbags, gloves and acce« 
included, and will be cor 
all during 1945.” 

3. Brown - Forman Di 
Corporation, a regular user « 


in magazines, asked the Indigy 
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Chicago, Jan. 16.—Color in 
newspaper advertising has con- 
tinued to progress during the past 
several years, despite the difficul- 
ties imposed by the war, and it 
can become a potent factor in 
postwar newspaper advertising, 
Louis D. Young, advertising man- 
ager of the Indianapolis Times, 
told the Newspaper Advertising 
Executives Association here yes- 
terday. 

Selling color to national adver- 
tisers, who are accustomed to buy- 
ing it in other media, is compara- 
tively simple, Mr. Young said, de- 
claring that the major obstacle to 
its sale now is the fact that satis- 
factory color reproduction and a 
satisfactory rate scale are not 
available on enough newspapers 
to permit advertisers to use a 
representative schedule. 

Dozens of national accounts are 
or have been eager to use news- 
paper color, only to give up their 
plans when they discovered they 
could not buy it in enough cities, 
Mr. Young said, adding that mid- 
west and Pacific Coast advertisers 
and agencies are more interested 
in newspaper color than others, 
simply because papers in their 
areas are more interested in the 
subject, and have projected their 
interest to advertisers. 


Retailers Will Use 


But color newspaper advertising 
perhaps holds its greatest poten- 
tialities in the retail field, Mr. 
Young said, particularly in con- 
nection with fashion merchandise, 
where the color of the merchan- 
dise is equally as important as the 
style and quality. 

There are many problems con- 
nected with the handling of news- 
paper color, he admitted, but de- 
clared that none of them is im-| 
possible of solution, and all are) 


If you sell 
ANTISEPTICS 


You Need WIBW 


In Kansas, and parts of six 
adjoining states, WIBW is the 


referred station of 4,811,511 
— 


WIBW is preferred by deal- | 
ers, too, as shown by their en- 
thusiastic tie-in promotion at 
point of sale. 

We have a reputation for | 
hard-hitting selling. Let us | 
prove it to you by RESULTS. 


ZS 
a1 WIBW 


he Woice of Wanda” 


Topeka...Kansas 
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Times to reproduce one of|!its experiences with a department “Color can be responsible for a Sets $500,000 Budget Patterson, advertising manager, 
gazine color pages in the|store in Indianapolis, which used|far better quality of advertising and Marion W. Smith, assistant to 


SiX monthmpolis 
gan 4 Con m 


Nn hosienfwspaper, with such satisfactory | two cooperative full pages in color]... color is a vehicle for grading Bon Ami Company, New York, | the general manager. 

wy <ylts that the company now has|in the three Indianapolis newspa-|up the character of newspaper will spend about $500,000 during daiiiceagapniiains 

| tho yelMiered color newspaper ads re-| pers, is considering for the first| advertising .. . color will influence | 1945 in national magazines and/ Te ytiles to Dorland 

| in dolifoducing all its color magazine|time in its history a nationwide|a considerable amount of new Sunday supplements. Batten, Bar- : 

ove jg. and has added the San Fran-| campaign using full-page units of| business . . . both in color and in| ton, Durstine & Osborn is the| International Textiles has ap- 

ae ‘« Call-Bulletin to its list as| color, in leading newspapers across | black and white that might not be | newly appointed agency. pointed Dorland International- 

<ly ju i], “When I talked to them the | the country.” available otherwise.” . anes Pettingell & Fenton, Inc., New 
: Vick Elects Three York, to handle its advertising. 


ner day, they said tney were so| Warning that color advertising Pe ene 
eased With the reaction of deal-| won’t sell anything that won’t sell Three executives of Vick Chem-| .,; 

; and distributors to this color |in black and white, and that mer- Coca-Cola Moves ical ble neen New York, have eh Lag ps p preter ob 3 
ries that they planned to expand | chants must be cautioned against} The New York regional offices|been elected to the board of di-|anq South Africa. An extensive 


U. S. and foreign trade journals 


Di e list still further this year.” | trying to move their buyers’ mis-|of the fountain sales division, | rectors: Lawrence A. Appley, vice-| ¢ ai for Star safety razor 
ser of colgm4, “One of the largest rug man-| takes by adding a dash of color,| Coca-Cola Company, have been|president in charge of personnel lodan” weeded by pp te ond 
1€ J iidianfiMacturers in America, based on|Mr. Young concluded: meres to 515 Madison Ave. planning and research; Jerome} Safety Razor Corporation, Brook- 
=" lyn, has also been launched by the 


agency in Latin America, using 
magazines, newspapers and radio. 


G-E Appoints Four 
Four district managers for the 
electronics department of General 
— Electric Company, Bridgeport, 
Conn., have been elected, as fol- 
F lows: R. L. Hanks, New England, 
ew with headquarters in Boston; T. B. 
Jacocks, Atlantic district, out of 
a oe Philadelphia; H. J. Manderbach, 
te New York, and R. J. Meigs, west 
——- ~ —" central district, working out of 
all Kansas City, Mo. 


| | WIS WIDE-AWAKE GIANT 


In 1066, it might have been 


im TEXTILES 


- 


ee ¥ 


a, 
4 


@ 


In 1941, over 6,000 textile mills, centered 
largely in the South, and their more than 
1,000,000 employees quickly converted their 
1,750,000 or more major machines to pro- 
ducing textile war goods and necessary 
civilian needs. Before the war, textiles was 
America’s second largest industry and in 
1942, production was nearly double that of 
20 years before. 

The new call for textiles led to new de- 
velopment throughout the industry. New 
finishes were perfected. New fibers have 
made tremendous forward strides. New 
rayon tire cord plants have been built. 
After the war, over half a billion dollars 
will be spent in new construction and 
modernization. Many sites have been pur- 
chased. Plans are on the drawing boards 
and many orders placed for machinery. 


Textile industry growth and develop- 
ment is largely Southern development be- 
cause of the South's lead in textiles. Over 
65% of textile machines are in the South; 
over 70% of textile fiber consumption is 
in Dixie; 73% of rayon is produced here. 

Textiles in the postwar era will continue 
to contribute largely to Southern prosperity. 
New fibers, new fabrics and new materials 
will open new markets. A plentiful supply 
of intelligent workers, favorable climate, 
ample power and ideal working and living 
conditions will attract an even greater share 
of the textile industry to the Southern area. 
Textile growth—in common with growth in 
many other industries—will make the South 
a larger, more profitable market for you. 
Don't overlook the South in your plans 
for postwar development. 


W. R. C. SMITH PUBLICATIONS 


Covering 5 of the South’s Greatest Markets 


COTTON Serving the Textile Industries 


SOUTHERN POWER & INDUSTRY 


SOUTHERN HARDWARE ELECTRICAL SOUTH SOUTHERN AUTOMOTIVE JOURNAL 


ATLANTA 3, GEORGIA 


But the other Thursday evening it was 
LIEUTENANT GENERAL 
ALEXANDER A. VANDEGRIFT 


Only a few heard from his own lips 
William of Normandy’s account of 
his invasion of Britain. But millions 
heard Vandegrift tell about the 
Marines under his command who 
invaded Bougainville, Guam, the 
Marshalls, the Marianas, the Palaus. 


For General Vandegrift is one of 
many newsmakers who are telling 
America the story of the headline 
news they help to make .. . over the 
microphones of The March of Time. 


Are you listening? 


The March 
of Time 


SPONSORED 
BY THE EDITORS OF 


TIME 


10:30 P. M. (E.W.T.) 
EVERY THURSDAY NIGHT 
NOW OVER 
THE BLUE NETWORK 
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NEC Shifts Knode, 
Bragdon to RCA 


Thomas Knode, manager of 
NBC’s press division in Washing- 
ton, has been transferred to the 
New York press department as 
assistant manager, taking over the 
duties of Sydney Eiges, now man- 
ager. 

E. D. Bragdon, NBC trade news 
editor, is joining RCA’s depart- 
ment of information, headed by 
Sidney M. Robards, while on Feb. 


1, Allen Kalmus, writer in the 
NBC press department, will re- 
place Mr. Bragdon. 


Bradshaw Joins Celanese 


Bee Bradshaw, formerly of 
Gotham Hosiery Company and 
previously in sales promotion and 
fashion directing for B. H. Wragge, 
Inc., both of New York, has joined 
the advertising and sales promo- 
tion department of Celanese Cor- 
poration of America, New York. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


=— CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


Morrison Adds Account: 
_Genske to Agency 
| Morrison Advertising Agency, 


Milwaukee, has been appointed to 
| place advertising for Reliable 
Knitting Works, Milwaukee, in 
newspapers, magazines, trade pub- 
lications, and direct mail. 

R. W. Genske, formerly adver- 
tising manager of Phoenix Prod- 
ucts Company, Milwaukee, has 
joined Morrison in a creative and 
account executive capacity. 


Issues Retail Guide 


First issue of ‘Fletcher’s Retail 
Outlook,” weekly newsletter anal- 
ysis of trends affecting retailing, 
has been published in New York. 
The letter also carries lists of 
manufacturers with merchandise 
available to retailers. Joseph A. 
Fletcher is the editor. 


Byrne to ‘McGivena 


Frank J. Byrne, in charge of 
advertising in the New York News 
rotogravure and color comic sec- 
tions for the past five years, has 
joined L. E. McGivena & Co., New 
York, as an account executive. 


George Callos 
Honored as ‘44 
Industrial Adman 


Milwaukee, Jan. 16.—George J. 
Callos, advertising and public re- 
lations manager of allis-Chalmers 
Mfg. Company, on Jan. 11 received 
a certificate citing him as Indus- 
trial Adman of 1944, annual 
award of Industrial Marketing for 


|outstanding industrial advertising. 


The award was presented by W. 
Lane Witt, managing editor of the 
publication, at a meeting of the 
Milwaukee Industrial Advertisers 
Association, local NIAA chapter. 

Mr. Witt presented the award in 
the name of the “Copy Chasers,” 
anonymous critics of industrial 
advertising who for the past eight 
years have commented on adver- 
tising in IM’s “OK As Inserted” 
column. Hundreds of industrial 
ads were reviewed before the 
“Copy Chasers” selected Mr. Callos 
for the award. 

Although the award in this in- 
stance was made largely on the 
advertising job done in industrial, 


there was 
a time 


& *4 @ cs 


_ . . WHEN WE BEAT A PATH TO YOUR 


DOOR TO TELL 


YOU OF OKLAHOMA’S AMAZING MARKET OPPORTUNITIES 


sr) ot: 


THtE OKLAHOMA PUBLISHING CO THE FARMER-STOCKMIAN WAY OALAHOMA CITY 
KVOR COLORADO SPRINGS KL Z DENVER UNDEF tt LATED NTANAGESMIENT 
REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 


Now, in war, our bloodhounds are no longer baying 


—our convincing charts, maps and facts lie fretting in 


our files. Because of newsprint rationing, there's no fun 


anymore in trying to beard buyers in their dens to tell 


them of the amazing dominance of the Oklahoman and 


Times in the amazing Oklahoma market. 


But after the war we'll be camping on your door- 


step to show you Oklahoma's advantages as a matured 


manufacturing center and oil empire. 


We'll try to help you chart the way to the huge 


spendable income bulging the pockets of the population, 


now increased by 50,000 newcomers. 


We'll put at your disposal the sales-speeding power 


of Oklahoma's greatest newspapers—now greater than 


ever because of a paper budget policy that fairly appor- 


tioned news with advertising. 


the daily oklahoman 


ahomia cate t 


times 


NOW MORE THAN 


260,000 


GREATER OKLAHOMA CITY 


S pr 
ho spé 
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Lever 
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THE WINNER—Chosen by Indust! 
Marketing's "Copy Chasers” as Indy 
trial Adman of the Year, George 
los, left, advertising and public 
tions manager of Allis-Chalmers J™pny, \ 
ceives the certificate of award {rgmm.348,7 
Lane Wit, managing editor of |nddmome | 

trial Marketing. 15,834: 


any, 
$ 


business and trade publicatigih“ a 
Allis-Chalmers is also an imp eer 


tant user of radio, general mag 
zine and newspaper space. 
Mr. Callos, a native Milwa in 
keean, 35 years old, is a gradyg 627-4 
of the University ‘of Wiscon@@e™)> § 
After college he worked on gge2@° 
weekly newspaper and in the pe 
sonnel department of a utili 
company before joining the Alli 
Chalmers advertising departme 
as a copywriter in 1935. 
‘At that time the departme 
consisted of only six people. \a 
Callos soon was placed in charg 
of all advertising of electric 
equipment, and was appointed de 
partment manager within tw 
years. He has expanded the dd 
partment to a staff of 60 peopl 
who are required to handle th 
large volume of advertising me 
terial prepared each year. 
The company’s business a 
trade advertising amounts to abo 
1,200 insertions in some 40 pul 
lications annually. It has launche 
an institutional campaign in si 
national magazines; sponsors Bog 
ton Symphony concerts on th 
Blue Network Saturday after 
noons, and has engaged in an ex 
tensive public relations prograi 
within the home community. 


lectric 
pte - P 


Laxo! 

mme 

Electric Co. Elects oa 
David M. Shepard, general mang6,71 
ager of Electric Specialty Com Sin 
pany, Stamford, Conn., has bee] 301 
elected president, succeeding Joni) 145 
M. Wright, resigned. William Hig) 000 
Haines, formerly sales managelfja] | 
becomes vice-president and gen#¥ the: 
eral sales manager. me-s: 


tal. 
To Aniol & Auld 


Oth 
900, ¢ 

Metzger Dairies, San Antoni0f%old, 
has appointed Aniol & AuldiBroa, 
agency in that city, to direct $n 
advertising through newspapel$i§739 . 
and spot radio. \ccic 
is i amare Ta Phar 

Old Ben Coal Appoints —'s* 


Old Ben Coal Corporation, Chi and 
cago, has appointed Agency Serv 
ice Corporation, Chicago, to cire liye 
its advertising. 3 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVE 


The Register is rated* the 
7th test market in the |. 5: 
—2nd in New England. vith 
a minimum cost you + ech 
urban and suburban 5 pu 
lation. 


*tmdepe dent Survey of Providence Sullel# 
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jvertising Age, January 22, 1945 
F, Lever Lead 

“ay CBS; Sinclair 
mist on Mutual 


York, Jan. 18.—General 
Corporation ranked first in 
billings among 140 adver- 
ers on the Columbia Broadcast- 
g System in 1944, with $5,537,- 
9 of the network’s total of $66,- 
1,319, more than half of which 
as provided by 16 advertisers 


New 
pods 
oss 


by Indusijmno spent $1,000,000 or more each 
rs" as Inst year in this medium. 

George Lever Bros. Company nosed out 
public pigs rival, Procter & Gamble Com- 
Chalmers pny, With $4,842,781 as against 
award {mmt.348,795. Then came American 


ome Products Corporation, $3,- 
15,834; William Wrigley Jr. Com- 
pny, $2,386,781; Sterling Drug, 
1c, $2,307,314; R. J. Reynolds 


tor of Ind 
j- 


publicatiogl acco Co., $1,912,727; Standard 
1eral oa rands, Inc., $1,872,575; General 
ace.  gectric Company, $1,635,957; Col- 


nte- Palmolive - Peet Company, 
1,627,423; Campbell Soup Com- 
pny, $1,576,473; Liggett & Myers 


fe Milwa 
a gradug 


Yb ge bbacco Company, $1,520,922; 
in the peqmilip Morris & Co., $1,412,707; 
a uti S. Rubber Company, $1,306,719; 
s the ayygpeneral Mills, $1,169,433; Ameri- 
departme zn Tobacco Company, $1,037,713. 
5. Young & Rubicam ranked first 
departmegmnons “CBS agencies” in 1944, 
eople. yh $7,966,037, followed by J. 
1 in chargm alter Thompson Company, 
electric’ 091,514, and Dancer-Fitzgerald- 
pointed dqgemple, $6,033,399. Of 89 agencies 
rithin iyggoich placed business on CBS 


ring the year, 16 were responsi- 


°50 nea c@e for five-sixths of the $66,791,- 
handle :gp9 total, and the leading three for 
tising magmearly one-third of it. 
ar. R. & R. Is Fourth 
jiness an ‘ ‘ 
ts to abo Fourth in the agency list was 
e 40 pu uthrauff & Ryan, $4,434,356; then 
s launchaow Company, $4,057,915; Comp- 
ign in sige? Advertising, Inc., $3,411,513; 
nsors Bogmpatten, Barton, Durstine & Osborn, 
ts on tip 264,361; Foote, Cone & Belding, 
day after 8,040,127; Ted Bates, Inc., $2,248,- 
in on a 7; William Esty & Co., $2,232,440; 
5 progra enton & Bowles, $2,123,510; Ar- 
nity, ur Meyerhoff & Co., $1,693,519; 
faxon, Inc., $1,555,966; Newell- 
mmett Company, $1,520,922; Mc- 
ann- Erickson, $1,321,420, and 
ampbell- Ewald Company, $1,- 
neral man#¥06.719. 
alty Com Sinclair Refining Company, with 
has beemli301,917, R. B. Semler, Inc., 
ding Johg.145,708, and Kellogg Company, 
Nilliam Hii.000,739, led advertisers on Mu- 
managet@al Broadcasting System in 1944 


and geMf#these three representing about 


Cpe of Mutual’s $19,533,650 
tal. 

Others which accounted for 
000,000 and more were Metro- 


| AntoniPoldwyn-Mayer, $981,418; Gospel 
& Aul@iBroadcasting Association, $950,309; 
direct 'Sonite Products Corporation, 
ewspaPpeia732 427; Mutual Benefit Health & 

Accident Association, $677,421; 

Pharmaco, Inc., $676,310; Bayuk 
S0ints Bisers, Inc., $667,865; Gillette 
ee Chi fafety Razor Company, $542,590; 


mcy Serv 
, to direc 


MULLER & 


AVE 


ated* the 
1 the '.5 
land, vith 
you 
ban ; 


ach 
pu: 


American Cigaret & Cigar Com- 
pany, $530,585. 

Erwin, Wasey & Co. was far out 
front among “Mutual agencies,” 
with $2,406,501, followed by Hix- 
son - O’Donnell Advertising Com- 
pany; $1,301,917; Ruthrauff & 
Ryan, $1,230,241; Donahue & Coe, 
$1,056,848; Kenyon & Eckhardt, 
$1,041,945; R. H. Alber Company, 
$950,309; Ivey & Ellington, $733,- 
653; Arthur Meyerhoff & Co., 
$677,421; William H. Weintraub & 
Co., $660,964; Maxon, Inc., $542,- 
590; and Walker & Downing, 
$539,659. 


Ad Service Offered Vets 


Bakers’ Helper, Chicago, is of- 
fering free use of classified adver- 
tising space in its publication to 
veterans wishing to enter or re- 
enter the baking field. Letter en- 
closures are being used to mer- 
chandise the service. 


Salzman Appointed 


Hal A. Salzman Associates, New 
York, has been appointed to place 
a trade publication and magazine 
schedule for Stepsoft Products, 


New York, manufacturer of foot 
appliances. 


To Kuttner & Kuttner 


Kuttner & Kuttner, Chicago, has 
been appointed agency for Fashion | 
Curtain Company, Memphis, and | 
as advertising counselor for Shain- | 
berg Dry Goods Company, Mem- 
phis. 


Joins Dancer-Fitzgerald 
William J. Batterberry, formerly 
with Erwin, Wasey & Co., New 


York, has joined the Chicago office 


17 


of Dancer - Fitzgerald - Sample as 
an account executive. 


Hale Joins Emerson 


Col. George C. Hale, with the 
Army air forces as communications 
equipment officer since 1942, has 
joined Emerson Radio & Phono- 
graph Corporation, New York, as 
director of the special products di- 
vision, handling all electronic 
products other than home radio. 
He was formerly with Philco Cor- 
poration in Detroit and Phila- 
delphia. 
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T’S a trade secret . . . we can’t give you 
the EXACT figures on how fast and how 
for MAYFLOWER Margarine has been sell- 
ing in Detroit since the first advertisement 
appeared in The Detroit Free Press in Sep- 
tember. However, you can take the word 
of Mr. G. H. Colnot, Armour’s Detroit 
branch manager, that MAYFLOWER sales 
are big, and continuing to increase at a 
most pleasing rate. 


“We are very happy,” said Mr. Colnot, 
“over the manner in which tonnage, dis- 


tribution and retailer and consumer accept- 
ance have stepped ahead, especially so, 


in view of the highly competitive state of 


the Detroit market.”’ 


If you want to move good merchandise 
quickly and in big quantities in the Detroit 
market area at any time, depend upon the 
buying power that is so readily available 
at such low cost, among the 380,000 fam- 


ilies comprising the Detroit Free Press 


market. 


Che Detroit Free Press 


JOHN 5S. KNIGHT, Publisher 


A DYNAMIC NEWSPAPER SERVING A DYNAMIC CITY 


Story, Brooks & Finley, inc., National Representatives 


a oe 
E = a 
— a - 
ee —<—<— ; 
A ———_ ; ,' i es 
~& as 
ava so —-- - 
07 | coe 
earns SS " Se 
rN i: 
a Lh 4 é 
se L/ s a 
i} ay a Te " 
J —~ $8222 ae ¢ Se oe 
a eee F : P nk j : “ae 
—_———_—eora—e- ‘< * ‘ : a 
etl Iria \ Z : 
: , ‘ Bot 
- J ee ‘ ay = ; Signy : ’ ' et 
ee & Se coon Me oe = aay 
Te nit ie . 
ew tRA Good: — o 
= \ > FAS =e Re s ae ms 
ye = Wika. a 
Pn \so ‘ * ba 3 
% : 
3 E te, _ ae the cl ‘ : 
ie? %, 2 a sieis L 
ahi , | state ngs aes ; 
< _. i as “ oe: \¥ | 
eae om ~s ZESRY 3 We , oe 
ee ae : | 
ahi rine Ws 4M ‘) } Wet 74 f gfeck ie ea re an sia : 
— ae oe’. ob PrearJ i rr = 
in te Fa +0 : r a6 (St a er Aa ae mere 
| > ale | a! sak ee, ie 4 
; Ca spre? i a bane. * 
dil J Easy to TSAO RR SS ena ae Reeser =a 
re. market Serer 7 
sills fresh—t0 YOU" ae Lan ps | a : 
5 pushed enthusiastic ve at so good vial saviting golde® a "Gye = 
ee oe Families everyunere «melss Lars it! fresh Give mafhon oes? wey 1, Cot i es 
Dasa Suse une masegATi® TN ight 08 UNE Ys acend. Ale? color io ousies Te 4 
fey, ie’s the it youll 6°" jous, ich ket. O87 ~ fay) margesio€ ai} hrOUR™. med He. 
~ re one you OY ie you Jiciows- A buscious srore of mat geodle Le o uct Mayfowet vie to sorter wafer that 6% ’ 
C ' rh b ~ "o to you! neat igower ld ve; se! viet ond Lew #7 wt colot we 008. — te 
ne F pecavse is eo products go into aged skim milk. he 7 basic al ‘ eee ca Biend as return 0 ane “Sa 
fne America ened in fresh ge Ics On penn ae Ss To origins! WF ¢ OMPANY : 
7 — you a A bom and ae a nin A al armour AND ; 
: m) Dy atl coe enriched Wi TT low prodv “a 
foods sen, eet food and emwonefll ane Toot A _--—--- 
ror gestible, ve Mayfiowet cexrure makes oo ee 
es You oan 8 Iss perfest SS 
{ew minutes. -~ << s eee 
: in ae pn a ve 
=e , 
id SSS a 
SS = ere 
ae 
a x 7 
‘st P BBACHINGS a 
) ave 
. 9 oa 4 M ; 
y a Sige M a . 
pee : * = 
3 a 
| ft \ > a a 4 
rovidenc: Sulleli N | 
4rnmit , ‘ a 
: S Waaeedgo Photo-engravers ee ; 
- a z : 4 e . ( 
" 207 N. Michigan Avenue ee / 


18 Advertising Age, January 22. 194 
(call for 2,691 pages. Dow, which;by any other appeal, including|of illustration and copy handling. 

Dow fo Use 15 ‘invested only a relatively small | price.” A six-man staff helps Mr. 
sum in advertising in 1934 when Brewer handle the complex cam- 


the MacManus agency took over, Uses National Magazines paign covering promotion of the 


° now spends well over $1,000,000 For that reason, he continued, | company’s magnesium, Dowmetal, 
usiness apers annually. It employed 275 busi- | Dow is a regular advertiser in The | plastics, silicons and other cnemi- 
ness papers in 1943, expanding the | Saturday Evening Post, though it} cal materials, and “none of them 
‘ “ list to 339 last year, to tell key| has nothing to sell to the public;| knows anything about chemistry,” 
men about new technological de-|it wants to tell them what it is| Mr. Brewer said. Dow executives 
in ampaign velopments in their fields. doing in many fields and reach the | suggest the ad “jobs” which are 
Planning to reach those 35 in-| dry cleaner, for instance, at home| approved in final form by the ad- 
Chicago, Jan. 16.—To keep its dustries, the Dow account execu- | as well as at his establishment vertising manager, division heads 
name and products before 35 dif- tive said, looks complicated but| with a Dow message about chemi-| involved, and the research and 
ferent industries, Dow Chemica!| the solution is a simple one, based cals. , legal departments. ; With 25 to 
Company, Midland, Mich., plans to|0n the advertising philosophy of Asked whether the national/30% of the agency’s art depart- 
use a total of 415 trade and induc-|the late T. F. MacManus, one of|™agazine or trade publication) ment time devoted to Dow, and 
trial publications in an expanded|the agency’s founders: Use ads space would suffer if a retrench- | with other heavy production ex- 
1945 campaign, R. A. Brewer, vice- | large enough to be seen, run them | ww edhe gr necessary, he said he/|penses, MacManus “makes little 
president of MacManus, John &/often enough to be remembered, | elieved industrial as would be sporion 4 net, Ping A the account but 
Adams, Detroit agency in charge | and make them artful enough to be | oar = a oe ar it as a ' prestige account 
of the account, yesterday told the | believed. The company, he said, is | tion” Py Selndin’ tne pg eae i ace “a wont oh 
Chicago Business Papers Associa-| interested primarily in building|currently uses Business Week,| hands,” Mr. Brewer promised. 
tion, a solid reputation because it “can | Time and United States News. All| Calling attention to ADVERTISING| CARRIES ON—This is one of thre 
In all, he said, the schedules!sell more products that way than! advertising follows the same style ' Acer’s recent listing of 1944 agency 600-line ads appearing in sola 
dailies, in which Lackawanna Railroad 
tells about its wartime achievement; 
Joseph Katz Co., New York, is the 
agency. 
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billings, Mr. Brewer said Mac 
Manus failed to land among the 
top 22 because of the current jn- 
activity of some leading accounts, 
principally Pontiac Motor Division, 
but that it expects to stand fifth 
next year among U. S. agencies 
placing copy in business publica- 
tions, with a total of almost 5,000 
pages. 

Although Dow advertising ex- 
penditures are below the chemical 
industry’s average on a percentage 
basis, Mr. Brewer said, a survey 
among fields served ranked the 
company third—above some larger 
firms—last fall. 

Dow, which manufactures 500 or 
more chemical materials regularly, 
in addition to many special orders, 
is in “no hurry to crash a mar- 
ket,” Mr. Brewer said, citing the 
‘ profitless years from 1915 until 
yours . 1937 while magnesium was being 
pevs ide developed. U. S. production has 
soared from 36,000,000 pounds 
prior to the war to a 580 million 
pound rate now, and with pro- 
duction no longer a problem Dow 
is working on merchandising 
and marketing plans. It has set 
up a plant at Bay City, Mich., and 
will be ready to assist manufac- 
turers with fabrication plans post- 
war, he said. 

In the plastics field, Mr. Brewer 
said, a highly competitive fight is 
likely. Dow, with its Styron and 
other plastics, “has quite a job 
| ahead and intends to do it, includ- 
ing advertising.” 
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Stephenson Named 
Silex Ad Manager 


Robert L. Stephenson, formerly fp es 
with Sweet’s Catalogue Service, 
New York, has been appointed ad- 
vertising manager of the Silex ny 


Company, Hartford, Conn., manu-fhan 
facturer of Silex coffee makers. fRyere 

Mr. Stephenson previously han-fRran, 
dled’ merchandising and research 
for the New York Daily News, and 
was with the advertising depart- 
ments of the New York Times anc 
Time magazine. 


Kalom Agency Named 

| Great Lakes Varnish Works 
Chicago, has appointed Kalom 
| Company, Chicago, to direct ad- 
| vertising using newspapers, sp0! 
'radio, direct mail and dealer helps 
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s ® ' suggestions that they limit their| thanks to this service, established |nently displayed. The corner con- ; ; 
as/ern Air Lines ads to telling the fine job they are| to see that if there is a seat avail-| tained a statement that “Eastern Kiper Joins Ayer 
i doing for the war. When new|able at all you will get it. Carried] will continue to add to the service 
services are added, ODT conceded | prominently is the slogan “If you]as planes are released by the 


James C. Kiper, formerly execu- 
tive director of the Safety Glass 


a = : ~ . . es pris meriveii Association, has joined the public 
that about six insertions mention-/|must travel call Murray Hill] Army. It also featured the ex-|~ ; 
d Gets Okay ing the schedule changes might be | 6-3100.” pression “Fly the Silverliners.” Pig peng: Seraidenenyg of N. W. Ayer 
in order, but that “Don’t Travel’ An earlier Eastern Air Lines ad ie oe ee m, Sa ee. 
‘ slogans should be prominently dis- | which was criticized by ODT was . ‘ e r 
| | Ch f played. ner headed “If you are going South or Joins Surplus Record Thermoid Boosts Beecher 
om rave ie The Eastern Air Lines ad which| West from Washington, call an| Josephine Corcoran, for the past| Fred D. Beecher, eastern man- 
drew ODT’s applause shows a/Eastern Expediter first.” It de-|four years executive secretary of|ager of automotive replacement 
pee Washington, Jan. 17. — At least soldier’s wife and child, with the | scribed fast new schedules to Mex-|the Machinery Dealers’ National|sales for Thermoid Company, 
«sll 2 of the offending airlines that | headline Here’s your soldier) ico City, pointing out that service} Association, Chicago, has joined| Trenton, N. J., has been promoted 
“-.-— [eurred the wrath of ODT chief daddy” .. . Thanks to an Eastern) was now doubled. The slogan, | the staff of Surplus Record, Chi-| to director of automotive replace- 
yesevininas Monroe Johnson for allegedly |expediter.” Text says hundreds of | “Every day .. . 20 flights in and | cago, as executive assistant to the| ment sales, succeeding Charles A. 
Se etre omoting travel is beating its way | soldiers are seeing their families| out of Washington,’ was promi-| publisher. Klaus, resigned. 
lackavamg [Meck to the straight and narrow 
Railroad bth, it appears, on the basis of a 


on bmmunication this week from 
slonel Johnson to the Air Trans- 
srt Association of America. 
ne of three The flattering letter from the 
in on-line tion’s transportation czar was in 
na RailroadMM.nice of a new Eastern Air Lines 
chievements } “Here’s your soldier daddy,” 
York, is thilMich Colonel Johnson had seen 
the Jan. 8 Wall Street Journal. 
he Johnson letter was particu- 


said Macamrly significant because an East- 
among than Air Lines advertisement has 
current jnfmgeen “Exhibit B-8” in the ODT 
Z accountsmse against airline advertising 


ractices. 

With the Johnson letter, it ap- 
ared that the feud over airline 
motion had subsided consider- 
bly, Col. Edgar S. Gorrell, presi- 
ent of the Air Transport Associa- 


or Division, 
stand fifth 
3. agencies 
3S publica- 
most 5,000 


‘tising ex.—Jon expressing assurance that 
e chemicalfmeverybody in the industry is try- 
percentage—mg to do the right thing.” He 
. a surveyfmid he was “overjoyed” at Colonel 
anked thefmohnson’s letter and expressed his 
ome larger[mkindest regards and best wishes” 
) the ODT chief. 
5 50 or 
‘rapular'y Protested Six Months Ago 
‘ial orders, The present atmosphere repre- A ra 
ph. mar-Mented considerable improvement This isn't the way I look today, it's me before I 
citing theMver the dampened relationships 
1915 unt ‘hich have existed since Colonel left Normandy for the good old U. S. A.—and San 
was being@ohnson first complained about . : all and I'm 
ction hasfMirline copy more than six months Francisco. Yes, the fighting’s over for me 
0 poundsfigo, Before reconciliation was back in civilian life again. Maybe getting back to 
80 millionffrought about, the Civil Aeronau- ; Stee nl be it’s th 
—_ pre cs Board was called in to back San Francisco is just plain luck or maybe its the 
em Dowip the ODT recommendations, and +s 
chandisingMinally OWI chief Elmer Davis answer to a prayer... but it's what I wanted most ~ 


[t has setfMund it necessary to find out what and well, here I am. 
Mich.., _ he difficulties were. 
manutac-@ Colonel Johnson complained that ‘ 
lans post-Mirlines were stirring up business Before I went across I was stationed near San Fran- 
1» Trews ee ree ave cisco and I got to know and love the City by the 
r. Brewerf@ble, and creating an impression = 
‘ fight isMhat they were equipped to handle Golden Gate. I decided if ever I had the chance, 
tyron and@@dditional traffic. Protesting that ‘ : 
ite a jodfMuch tactics undermined the “Don’t I'd come back and make San Francisco my home. 
it, Incluc-Hfravel” campaign, and worked to Of course, I saw a lot of interesting places in Eng- 
he disadvantage of railroads co- ‘ ; ; 
j perating in discouraging travel, land and France, but San Francisco is still my 
DT asked that air lines stick to : , ‘ : 

, rstitutional copy, or ads which choice. San Francisco is the Golden Gateway to 

_culy state that services must go the Great Pacific Basin and is destined to be the 
formerly Mo essential travelers first. 

Service, Center of the World of Tomorrow. 
yinted ad- Conferences Are Held 
Silex I ‘ . ‘ ‘ ‘ 

_ note Numerous letters were ex- I'm so inspired about my future in San Francisco, 
n., Manu-BBhanged, and finally conferences ne: ot 
makers. Here held which resulted in mem- I brought my mother and dad and kid sister here 
usly han-Branda to the various lines, with 


with me. San Francisco is really friendly and is 


researcn 

vo bow making a fine effort to help returning service men 

"imes and get jobs...I got a job right away. Now, dad and 
mother and even my sister are working. Our com- 

med | bined weekly earnings are more: than I ever 

ie dreamed we could make, and when the war is over 

— vt we are going to have the things we've always 

ier helo: ff Leading Agencies Rely on wanted. 

F aithor n 3-in-] Service! One of the things I missed most while I was over- 
Asia nd We would like to show you seas was the daily newspaper. You know... you 
ific o1 Ver samples of work that we don't realize how important a newspaper is until 
ope tel re regularly producing for you have to do without it. I get The Call-Bulletin, 


ading advertising agen- 
cies through our COMPLETE 
ERVICE METHOD of opera- 


San Francisco's Friendly Newspaper, every evening 
and we all read it. It’s our favorite newspaper be- 


ig. 


cause it’s so complete and accurate in news cov- 


on. Ad-setting, Engraving 
erage and full of interest for all of us./! 


nd Printing... all under 


NE roof. Phone or write to 


Th: FAITHORN CORPORATION Newspapers Get Immediate Action! 
20 N. Rush St., Chicago 11 


cnet eee Sere SAN FRANCISCO CALL-BULLETIN e REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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Sell, Sell, Sell 
ls Sizer Formula 


for Winning Peace 


Newspapers Told 
Distribution Holds 
Keys to Prosperity 


Chicago, Jan. 16.—It is a “shock- 
ing fact that there is no general 
understanding anywhere of the 
important truth that the main- 
tenance of anything like satisfac- 
tory postwar 
production 
levels depends 
largely upon 
distribution, 
in which ad- 
vertising and 
selling are two 
essential ele- 
ments,” L. B. 
Sizer, sales 
promotion 
manager, 
Marshall Field 
& Co., told the 
Newspaper 
Advertising 
Executives Association here today. 

“In our huge productive indus- 
try,” Mr. Sizer said, “capacity and 
know-how are abundantly present. 
Yet all this constitutes a threat 
rather than an asset if we permit 
anything to hamstring the forces 
on which we must depend to pre- 
vent a stagnating glut of consumer 
goods 

“If this country is to exist it 
will have to sell, and sell and sell 
as never before. That won’t be 
accomplished by passive stocking 
of goods with only an implied in- 
vitation to come and get it. And 
there is no alternate to that tech- 
nique but aggressive selling and 
that costs money—lots of it. 

“If newspapers permit America 


Lawrence Sizer 


YOUR Magazine 


Check the 


points you 
would cover if you 
were designing a wom- 
an’s magazine of your 
own. Then glance over 
Chatelaine — any issue. 
You'll find that it about 
parallels your own ideal. 
It appeals essentially to 
the young modern, mar- 
ried woman. It deals 
with her home, her fam- 


ily, her appearance. It 
provides romantic, en- 
tertaining fiction; 
thoughtful articles on 
people and affairs. 
Circulation over a quarter 
of a million, reaching one 
in four English-speaking 


urban homes in Canada. 


Chatelaine 


hha Canadian womans magajnt 


481 University Ave., Toronto 2, Canada 
New York, Chicago, Montreal, London (Eng.) 


to live on in a dream world of 
wishful thinking about selling 
without investment, then they 


must face a rapidly and steadily 
shrinking revenue. Retailers ask 
no special privilege, no artificial 
publicity or phony campaigns. 
They need an able and thorough- 
going exposition of the truth about 
the problems and the contributions 
of the distributive function in our 
American scene. Not to have it 
may well spell disaster for all of 
us.” 

Declaring that there can be no 
arbitrary statement of what selling 
or distribution costs should be, Mr. 
Sizer said such costs, no matter 
what they are, will be reasonable 
“so long as they deliver the needed 
volume increase as a fair profit, 
at a unit cost satisfactory to the 
consumer. What other reasonable 
measuring stick can there be for 
selling costs? And whatever the 


cost, it will be little enough if it 
finds a market big enough to ab- 
sorb our war-built productive 
capacity.” 


Postwar Months Critical 


The first few months after peace 
will be critical, he said. Then “we 
must expand, not contract. That’s 
where we’ve got to bet our shirts, 
for our stake in the long pull is 
tremendous. It may well be a 
time when we dare not tie our ad- 
vertising investment percentages 
too closely to falling sales volume. 
We shall need to move quickly and 
hard to move merchandise and 
thus bring production cost to a 
level where millions can buy.” 

Mr. Sizer concluded with two 
suggestions: 

“First, help your editorial as- 
sociates to understand the tremen- 
dous stake America has in the 
postwar distributive function and 


enlist their aid in a drive to pre- 
vent its being hampered or ham- 
strung. 

“Second, carry the word to your 
retail advertisers and aggressively 
sell them on the necessity of main- 
taining their selling drive not only 
until victory comes but through 
the critical postwar period that 
will follow. Department stores, 
good ones, always have something 
to sell. They’d have something to 
sell if their shelves were abso- 
lutely bare. Their reputation, 
their ideals, their contribution to 
the community, their future plans, 
all these are news. Each holds a 
story that ought to be told in the 
interest of future volume.” 


Henry Ford II Talks 


In a talk at the Monday lunch- 
eon of the association, Henry Ford 
II, executive vice-president of 
Ford Motor Company, deprecated 
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the inclination to look to f reigy 
shores for postwar markets, anj 
declared that the greatest ‘uty, 
opportunity for American busines 
will lie in supplying the domes 
market. Until everything ecg; 
sary to American standar . of 
living is available to every { 

in the land, American busines; s he 
not even begun its real task, hd 
said. 

A strong and prosperous pos 
war America is possible only }y 
exercising the traditional Amer; 
can virtues in an economic system 
where effort brings reward, hg 
said, adding: 


Industry Serves Progress 


“Industry—which is the one 
fifth of the population 
makes the tools by which the 
other four-fifths make their livip, 


- 


— 


two months 
up an ad | 


“| got the dope on that new machine 


And | found a new source for ma- 
terial right in the same issue. . . 


ago, Steve . . . followed 


saw in The Iron Age. 


—is so made that it can only seryd 
social order and social advance: jj 
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Ty 22, lgqMM advertising Age, January 22, 1945 21 
< to f Teignimess no facilities which enable it to| Howard reported that shoppers president, Association of National | brey F. Murra dvertisi irec- 
larkets, an@i—orve disorder or social deteriora- carried 16% of the total retail lin- | Advertisers, praised the work a ine Griese tactomeg Rewetl Largest Record 
atest Uturgilion.” age in 13 important cities last| which has been done by advertis-/|and States, wound up the evening . 
can busines In a two-day session (the last| year, as well as a substantial vol-|ers and newspaper executives to| with the session’s only entertain- Drive Planned 
he domes pr the duration) which was| ume of national copy. He empha-| solve their joint problems, and re-| ment feature. 
hing ecesMmacked with addresses, important sized that newspapers can meet|emphasized his group’s complete Other speakers at the sessions b RCA Vi t 
landards of ommittee reports and discussion, and overcome this competition by | willingness to continue joint ef-|included R. H. McKinney, presi- 7 ictor 
eet A ‘amilymihe newspaper ad executives dis- | knowing what shoppers are doing, | forts along these lines. dent, J. P. McKinney & Sons, who Camden, N. J., Jan. 17.—RCA 
~ wom hagmpussed a variety of subjects, one|and by selling newspapers hard, The work of the American As-| suggested the advisability of rais-| Victor division of RCA as it re- 
sal task, hale the highlights of which was an demonstrating what can be done | sociation of Newspaper Represen-|ing the truthfulness level of po-| leases feature recordings through- 
f-the-record preliminary report by saying that in Minneapolis in| tatives and its new business com-| litical copy; R. H. Carson, Raleigh | out the year, is planning the ne of 
es ‘PostBi a committee on manufacturer- | 1942 shoppers carried a million | mittees was explained by Herbert} News and Observer, who reported | iest tie-in promotion in its history 
ie Only byietailer co-op advertising, headed | lines of retail food linage, but in| W. Moloney, president, and by|for the idea exchange committee; beginning with a February drive 
mal Amer; y Jess Fleck, Detroit Times. 1943 newspapers took $63,000 of | Leslie H. Brownholtz, chairman of| Don Bridge, Gannett Newspapers,]on a Lauritz Melchior album 
MC System™ Another important feature was this business out of shoppers, and|the New York committee, and J.|and C. E. Phillips, Rockford Reg- Heading the list will be four- 
reward, ham report on shopping newspapers turned it into $92,000 of news-|Donald Scott, chairman of the ister-Star, who reported on a spe-| color, full-page ads in Life, start- 
ind circulars, made by a commit- | Paper space. Chicago committee. At the Mon-| cial survey of the views of leading | ing with the Feb. 12 issue. ‘Center 
ogress ee headed by Samuel G. Howard, Representatives’ Work Told day evening session “More Women | advertising agencies regarding|spreads in Listen, the record 
finneapolis Star-Journal and _ ” Readers Per Dollar,” new visual | news r d Vict M llectors’ ine, 
ry .. Sasi aha lle : papers, an ictor erson, | collectors’ magazine, and monthly 
ton =... ribune. C ng extensively from Harold Thomas, vice-president | presentation of the Bureau of Ad-| Canton Repository, and Don Pat-|articles in Record Review also 
oe iy jn analysis ot shopping paper ad-|of Sterling Drug and chairman of|vertising, was shown by Allen|terson, Scripps - Howerd News-|are planned, together with ads in 
their ie ertising vo ggg 7 eo the War Advertising Council,| Sikes, eastern manager of the Bu-| papers, both of whom urged news-|°ther record trade publications. 
only nae ADVERTISING é we pee. 5, Ba made an eloquent plea for addi-|reau, and the Florsheim color|papers strongly to develop plant|For the first time RCA Victor will 
= ig vell as from other figures de-/tional and continued support of|movie presentation of the New|city advertising from manufactur- | US¢€ large space ads in the popular 
©; i™eloped by his committee, Mr.| war effort themes, and Paul West,| York News was also shown. Au-|ers in their own communities. and motion picture magazines. 
ieee Commercials devoted to phono- 
graph records will be included on 
RCA’s institutional series, “Music 
America Loves Best,” heard Sun- 
day afternoons on the full NBC 
network, while the feature record- 
ings themselves will be heard on 
a ae Victor’s “Music You Want” series, 


When you see “O.B.” sitting behind a mahogany 
desk in an air-conditioned office, you don’t think of 
him as a mechanic. He looks like a high-powered 
executive. He is! But he’s still a mechanic. . . 
of the greatest mechanics his industry ever produced. 
And he has plenty of company among the 20,300 
other administrative executives who are numbered 
among the 100,800 Iron Age readers. Six-figured 
salary notwithstanding, ‘“‘O.B.”’ still spends many 
shirt-sleeved hours roaming up and down the pro- 
duction line, chinning with engineers and designers, 
poking his nose into the experimental labs. Often 


one 


broadcast on about 50 stations 
throughout the country. 

Agency in charge is J. Walter 
Thompson Company, New York. 


WFIL ‘Buys’ WFIL 

To take the “donation tone’”’ out 
of the usual courtesy announce- 
ments promoting local or network 
programs, WFIL, Blue Network 
outlet in Philadelphia, is putting 
these program blurbs on a Cash 
basis with the promotion depart- 
ment supplying advertising copy 
and buying time at regular station 
rates from the sales department. 
The “within-the-house” time sales 
are an added advantage for pro- 
gram sponsors, putting program 
announcements on a par with 
WFIL’s commercial spot business. 


STABILITY 
COUNTS 


he has a copy of The Iron Age in one hand turned mo ——" 
to some new product or process he wants to discuss Who Reads The Iron Age? POST - WAR 
with the “production boys.” Here is a breakdown . . . ascertained (1) by reader routing WORLD! 


"Way back when ‘O.B.”’ left high school to take 
a job as ‘“‘sweeper’’ in an infant automobile factory, 
he became acquainted with The Iron Age. He claims 
that during the intervening 28 years he doesn’t 


think he’s missed a dozen issues. ‘‘Of course,’’ he 


says, ‘I’m a fine one to come to for an opinion of 


The Iron Age... they’ve 


published two articles 


of mine, so naturally I’m prejudiced. But seriously, 


Treasurers, Comptrollers, General 
Owners... . 


a 2-6 6 @ «ous Se © @& 6 


Engineering Executives Chief Engineers, Mechanical 


slips which contain reader names and titles furnished by 
company subscribers, and (2) by writing letters periodically 
asking who reads The Iron Age. Average readership per 
copy is 5.5 persons. : 


Administrative Executives Presidents, Vice-Presidents, 
Managers, 


. « 20,300 


and Maintenance Engineers, Design and Research 
Engineers, Metallurgical Engineers, Production 


Engineers, Tool Engineers, 


aster Mechanics, 


Tue rich markets of 
Richmond and Virginia, 
covered by Station 
WRNL, are stable 
markets . . . the mar- 
kets you will want to 
cultivate for present 
and post war sales. 


ed ecrvrtecetederuceseaes BS , h 
for a reservoir of information and accurate, on-the- Production Executives Works Managers, General sol yr — me ' 
spot reporting of new dev in metalworkin Superintendents, Superintendents, Production ina neclpengeegae le sdinaza ee 
nee : ipteae- ; sepments : ‘ 8 Managers, General Foremen and Foremen, Stand- Richmond station. As 
it’s in a class by itself. And I’ve met few metalworking ards, Methods, Inspection ,......: 4. 28,750 proof of WRNL's con- 
men who don’t feel the same.”’ Purchasing Executives... 5. ..6,-.+. + 10,850 a ne present the 

ollowing facts. 
The case of ‘‘O.B." presented here in fiction form is based on eT eee eee 8,340 ‘ 
the established facts of Iron Age readership by 20,300 adminis- . ‘ ‘ ©70.8°,, OF THE NATIONAL 
trative executives. Any similarity to any living person is neither way Rhee (iites emitted but belong insbove groups) 6,908 ADVERTISERS ON THIS 
intended, nor should it be interpreted as such. MT We ha eee he eee ets 100,800 STATION ARE RENEW- 


H. K. HOTTENSTEIN 


1134 Otis Building 3 


Chicago 3 


REPRESENTATIVES 


ROBERT F. BLAIR 


1016 Guardian Building 
Cleveland 14 


7310 Woodward Ave. 


PIERCE LEWIS 


Detroit 2 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 


ALS. 


°88°,, OF THE LOCAL AD- 
VERTISERS ON THIS 
STATION ARE RENEW- 
ALS. 
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‘Little’ Cigarets 
Won't Capitalize 
on Big 5 Dearth 


New York, Jan. 18.—The current 
sales predicament of the Big Five 
cigaret brands—Lucky Strike, 
Camel, Chesterfield, Philip Morris 
and Old Gold—will not cause man- 
ufacturers of less known or newer 
brands to expand materially their 
promotional efforts this year, 
ADVERTISING AGE finds in a survey 
of a dozen tobacco companies. 

In most cases, the manufac- 
turers of the Big Five brands 
will continue to concentrate all 
their advertising on these brands. 


,; American Tobacco Company, for 
|example, has about 50 cigaret 
brands—including Lord Salisbury, 
Sweet Corporal and Melachrino— 
but will promote only Lucky 
Strike. Its affiliate, American 
Cigaret & Cigar Company, adver- 
tises only Pall Mall. 

On the other hand, Penn To- 
bacco Company, Wilkes-Barre, Pa., 
recently began a magazine cam- 
paign for Longfellow Twins ‘20 
minutes of luxury” cigarets, at 100 
for $5, and is advertising the new 
Longfellow Kings in newspapers of 
some markets, including Cleveland, 
Detroit and Wheeling. H. M. 
Kiesewetter Advertising Agency 
has the account. 


Continues on Same Basis 


Benson & Hedges plans no ma- 
terial changes in its 1945 advertis- 
ing program, through Arthur 
Kudner, Inc. A large-space cam- 


CHURCH PROPERTY 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


ADMINISTRATION 


paign is running in magazines and 
newspaper supplements “‘to estab- 
lish package recognition and qual- 
ity appeal of Virginia Rounds and 
Parliament cigarets. 

“The present shortage of cig- 
arets,” said W. Arthur Cullman, 
assistant to the president of Ben- 
son & Hedges, “is proving to be 
a definite sales help for all smaller 
cigaret manufacturers, especially 
manufacturers of the higher-price 
brands,” 

Brown & Williamson Tobacco 
Corporation, maker of Kools, Ra- 
leigh, Avalon, Viceroy, etc., plans 
to continue indefinitely its three 
network shows and to maintain 
magazine schedules in 1945 on the 
same basis as in 1944. Newspaper 
schedules are now being worked 
out. Batten, Barton, Durstine & 
Osborn and Russel M. Seeds Com- 
pany are the agencies. Brown & 
Williamson expects WPB permis- 
sion soon to increase production 
of cigaret-rolling machines, the 
sales of which recently increased 
sharply. 

Larus & Bro. Company, Rich- 
mond, recently expanded newspa- 
per advertising for Chelsea cigaret, 
through Warwick & Legler, and 


Stephano Bros., Philadelphia, be- 
gan a consistent newspaper cam- 
paign last year for Rameses 
cigarets. 


Leat Association 
Agrees on Ration 
Plan for Smokers 


Chicago, Jan. 16—To put a 
damper on the cigaret black mar- 
ket and open up authorized chan- 
nels for fairer distribution, the 
National Association of Tobacco 
Distributors yesterday announced 
a cigaret rationing system, to be 
put into effect—by dealers—with- 
in two weeks. The move is the 
first attempt of any industry to 
ration its own wartime - scarce 
commodity. 

Whether the plan will benefit 
the public, however, is doubted by 
dealers and retail association 
heads. John M. Myers, executive 
secretary of the Chicago Retail 
Druggists Association, claims the 
tobacco distributors’ plan is “a 
smoke screen.” 

Mr. Myers told ADVERTISING AGE, 


EDWARD MARTIN 
Governor of Pennsylvania 


“Pittsburgh and the 


Pittsburgh District, with its 


diversity of products, is one of the outstanding 
communities of America.”’ 


“With great organizations equipped with modern 
appliances and manned by the finest management 
and manpower that can be found in the world, 


Pittsburgh’s future is without limit. 


must be done to encourage it.”’ 


Surifefegraph 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 
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“Pittsburgh’s Future 


is without limit’ 
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“The druggists are getting 5 
less than they got last year yy, 
state revenue stamps show 39 
as much tobacco was sold here 
1944 as in 1943. Where ‘gs ty 
other 20% going? The distr: buto, 


The 701 
aren’t kidding anybody. The nig ..... 
clubs are selling plenty of cicare:dam” 
and getting 35c a package for thy 
18c brands.” 4 
Following a war conference (ime 
the NATD here yesterday, JJ osepifill im 
Kolodny, executive secretary , sai 
more than 1,000 delegates of firm ss andl 
which distribute cigarets and { 
bacco to 1,250,000 retail outlets am" 
the U. S., had approved the pla ee" 
under which the dealer will jg 
asked to honor numbered ratig 
cards—to be punched each time; “— 
pack is sold—and the consume 
will be asked to sign a declaratio; ext 
that he has only one card. Ip ' 
mediate support of the plan wa " 
promised by the Retail Tobaccdi eno 
Dealers of America, whose endl nome 
dorsement was announced by Eri@ig cu 
Calamia, Newark, N. J., presiden{ 
of the group. SHO! 
Mr. Kolodny said the OPA hadi abou! 
avoided rationing of cigarets bed ciscat 
cause of the difficulty of determing ing t 


ing the number of cigaret smokers force 
He admitted the card system 
would not be practicable in tran 
sient trade outlets, but said he ; 
Ne 
Pre 


confident it eventually will resul 
in each smoker having one source 
of supply. 


RETAILERS QUESTION 
NATD RATIONING PLAN 


New York, Jan. 17.—This city’s 
retailers almost without exception 
opposed the cigaret rationing sys- 
tem proposed by the National 
Association of Tobacco Distribv- 
tors in Chicago early this week. 
In addition to expressing annoy- 
ance at the announcement of such 
a plan without previously making 
it known to them, local retailers 
in general feel that voluntary ra- 
tioning would not only be inp- 
effective and complicating to the 
present cigaret situation, but might 
encourage black market activities, 

Irving P. Zinbarg, attorney for 
the Independent Retail Tobacco- 
nists Association of America, com- 
mended the motives of the plan, 
but questioned its feasibility, and 
suggested that any combination of 
wholesalers to distribute cigarets 
might come into conflict with mo- 
nopoly regulations. 

Vincent T. Connor, head of the 
tobacco products department o 
the United Cigar-Whelan Stores 
Corporation, which operates 175 
retail stores dispensing cigarets, 
termed the proposal “fanciful.” 
An official for another large group 
of retail stores who requested 
withholding of his name, declared 
the voluntary rationing system 
“would be a damned nuisance— 
there’s too much red tape already.” 
A Union News Company spokes- 
man called the plan “ridiculous” 
and “unfair.” Austin Clynes, to- 
bacco buyer for Gristede Brothers, 
Inc., stated that the proposed plan 
had serious flaws, but that his 
stores would participate in any 
legitimate rationing plan. 


Namm Heads NRDGA 


Benjamin H. Namm of 
Namm Store, Brooklyn, was electe¢ 
president of the National Reta! 
Dry Goods Association at its recen! 
annual meeting in New York, suc- 
ceeding Edward N. Allen of Sage- 
Allen & Co., Hartford, Conn. 


Dayton Rubber to F&S&R 


Dayton Rubber Mfg. Comp:n) 
Dayton, O., has switched its at- 
count from Geyer, Cornell & Ne 
well, New York, to Fuller & S 
& Ross, Inc., Cleveland. 


PARDON US 


Some New Customer 
Are Waiting For Yo 
if your business is in some! hint 
to eat or drink 
... OF something to wear, or jus 
about anything. Here’s a m° rk! 
that really responds to the “ir vit® 
tion to buy.” For the Negro 00k 
te his race press with confi 
and loyalty. Your advertising 
these papers can win the res! ; 
and regular patronage of this >! 
lion dollar market. Get the facts ® 
some of the success stories bui 
advertising in this live field. 
a letter or post card today to 


Interstate United Newspapers. !n¢ 
545 FIFTH AVENUE, NEW Yor" 
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ry 22. 1945 ME Wash ngton Promises . . . 

ettine soq “YOUR SHOE COUPONS 

year Ye 

Show 8) WILL NOT BE CANCELLED’ 

sold } re j — 

nere is the 

distr Utoy 7 <The most authoritative Washington sources have definitely promised 
. The Nigh tot + public's Ceroplane shoe stamps |, 2 and 3 will not be cancelled 
‘of C) ‘aretg . 

age tor the 


Foxe rumors hove precipitoted © run on shoe stores Becouse of 


nfere) ce sail pnorme! conditions, the result is wasteful purchases. mproper 
0 = 

lay, J ‘ . rings. od haphazard selection—e loss 10 you 

retary, sai 

tes Ol firm ln order to prevent the closing of shoe stores oF limitation of their 


ts and ty 


» moy prove necessory if the present buying wove continves! 


l out ets = 
‘d the lar ay ore urgently counselled to confine your purchases to normal shoe needs 
er will bg 
ong er you HAVE FULL ASSURANCE THAT YOUR COUPONS 
» COn: umey WILL CONTINUE TO BE VALID FOR SHOES: 
decla atlo © BAKER, INC HANAN & SON, INC 
card. Im. sues LEEDS 
+ plan wa CHANDLERS FRANK MORE, INC 
il Tobacg peTMan & CURME, INC NUNE-BUSH SHOE STORES 
whose en RORSHEIM SHOE STORES SOMMER & KAUFMANN 
ed Dy EriG caus stones co FRANK WERNER CO 
» President 

SHOE STORY—Despite OPA promises 
» OPA had about shoe ration stamps, San Fran- 
garets bed ciscans crowded the stores on a buy- 
determing ing binge that caused retailers to join 
2t smokers forces in this explanatory ad, which ap- 
‘d= system peared in local papers Jan. 4 
le in tran 
said he lg n 
will resuff New General Mills 

source 

Products Include 
N 7. - 
an [Resins, Flavoring 
This city’s Minneapolis, Jan. 17.—Further 


expansion of General Mills’ activi- 


exception x v 
ties was revealed this week with 


oning sys- 


Nationalfmannouncement that the company 
Distriby.{g has begun production of polyamide 
his week resins, used as heat-sealing adhe- 
1g annoy-{™sives in food packaging and as hot 


melts for application to glassine, 
waxed glassine and similar paper 


nt of such 
ly maki 


| retailersqm™surfaces requiring heat - sealing 
intary ra- and grease and moisture-resistant 
y be in- films. : . 
ng to the The resins are used in produc- 
but mighfMtion of package labels, printing 
activitie[|inks, alkali-resistant coatings, 
orney form Spirit lacquers, and in many other 
Tobacco- Ways. They are made from soy- 
‘ica, com-4g beans crushed at the company’s 
the planj™Belmond, Ia., soybean mill. 
ility, andj General Mills has also begun 
ination of Production of fatty acids and de- 
» cigarets™ tivatives used in making synthetic 
with mo-4#tubber and lubricating grease. It 
has developed a new flavoring for 
ad of the foods, products for the pharmaceu- 
tment of™tical industry, and, as previously 
n Stores announced, electrical appliances to 
“ates 175m be distributed under the G-M 
cigarets™ ame. The company has been ex- 
fanciful." Perimenting with its new models 
‘ge groupe Of electric hand irons, coffee pots 
requested[™ 2nd pressure cookers. 
declared The company also has announced 
' system @Stablishment of a Duluth Eleva- 
uisance—f™ ‘or division which will serve the 
already.’ eastern, central and Purity Oats 
- spokes- divisions in the purchase, sale, 
Jiculous’ @ Storage and handling of wheat in 
ynes, to-™@ the Duluth area. 
Brothers, _—_———- 
ed p's) Tax Manual Issued 
in any The Institute of Distribution, 


New York, has published the 1945 
edition of the “Retailers Manual of 
Taxes and Regulations,” the eighth 
such volume issued to provide 
principal provisions of federal and 
State laws affecting retail opera- 
tion. 


GA 


of the 
is elected 
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of Sag 
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Cover the Rich Lehigh Valley 


Tinling Promoted 


B. T. Tinling, formerly assistant 
to the general manager heading 
the trade sales division of Inter- 
national Varnish Company, To- 
ronto, has been appointed sales 
manager. 


Heads Schmidt Office 


Henry Alinder Jr., formerly 
with R. R. Donnelley & Sons Com- 
pany, has been appointed manager 
of the Chicago office of E. F. 
Schmidt Company, Milwaukee 
printer and lithographer. 


Le Maur Begins Series 


Le Maur, Inc., Minneapolis, is 
using magazines, newspapers and 
radio in seven metropolitan areas 
to introduce its new cream-type 
shampoo, Modart Fluff. McCann- 
Erickson, Minneapolis, 
agency. 


Joins ‘Farm Journal’ 

Robert E. Costello, recently on 
the sales staff of National Broad- 
casting Company, has joined the 
New York sales staff of Farm 
Journal. 


is the 


| 


Kilbane Appointed 


M. J. Kiibane, 
Macfadden 


Bernarr 
has been 
manager 
Company, 


formerly 
Macfadden 


of Independent 
New York. 


with | 
Publications and the | 
Foundation, 
named newsstand sales 
News 


Heads Pilkington Sales 


E. F. Glover, 
Edmonton, 


manager 
Alta., 


kington Brothers (Canada), 


manufacturer, 


appointed 


sales manager. 


of the 
branch of Pil- 
glass 
Toronto, has been 


Evans Rejoins NOAB 


Fred J. Evans has rejoined the 
National Outdoor Advertising Bu- 
reau, New York, after a two-year 
leave of absence. Mr. Evans has 
been associated with the bureau 
|for 20 years. 


Murbarger Promoted 

R. E. Murbarger, Syracuse dis- 
trict manager of Sealed Power 
Corporation, Muskegon, Mich., has 
been appointed assistant. sales 
manager of the replacement parts 
division. 


ACI bec 


With purchasing power? You bet! Five straight months of retail sales 
well in excess of $7,000.000 each month. 


>) 


are 


LT” FILEL 
111,000 ROCKFORDITES 


| cw V3) 


92% home delivered circulation of the Morning Star and Register- 
Republic takes your message directly into 58,312 homes (Sunday 63,959) 
of this active high spending shopping market. 


A. B.C. City and Retail Trading Zone 377,854 


ROCKFORD MORNING STAR ... ROCKFORD REGISTER - REPUBLIC © 
Ruth Hanna Simms, Publisher 
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Sales Managers 
Urged to Provide 
More Jobs Postwar 


Boston, Jan. 16.—‘‘Selling will 
have a new social responsibility 
after the war—not only to build 
volume on a_ sound, profitable 
basis as in the past, but also with 
relation to steady production and 
employment,” said J. N. Bauman, 
vice-president, White Motor Com- 
pany, speaking here Friday at the 
6th New England sales manage- 
ment conference. 

Pointing out that 10,000,000 more 
jobs must be provided after the 


| he 
|assume larger responsibilities, in- 


war than were available in 1940, 
said that sales officials must 


cluding in their plans the goals of 
balanced national production and 
steady employment. owen te 

In the highly competitive post- 
war era the tools of advertising, 
sales contact and service must be 
used intelligently in order to keep 
prices low and build up customer 
satisfaction, Mr. Bauman declared. 
He warned that failure to provide 
proper service and products will 
pave the way for proponents of 
new “isms” who believe the com- 
petitive machinery will not be able 
to handle coming employment 
problems. 


Hollister Discusses Advertising 


Saying that he believes the pri- 
vate selling industry and plant can 
handle the postwar job, Paul Hol- 
lister, vice-president, Columbia 


Broadcasting System, said adver- 
tising had proved it is an essential 
lubricant to the faster and larger 
flow of goods from plants to con- 
sumers, and added: 

“So whether (to look at the 
postwar possibility at its blackest, 
or reddest) the production is to 
be turned out under the guns of 
government, or by the free will 
of Yankee producers, doesn’t 
change the necessity for advertis- 
ing to articulate the ideas that 
finally become urgent wants and 
purchases; to make the ideas come 
clear and graphic and understand- 
able to the mass upon which our 
economy as a communism or a 
capitalism must depend.” 

In the war period, he said, ad- 
vertising has proved that it can 
clearly explain to the public what 
has to be done to win the war. 

“This is perhaps advertising’s 
greatest industrial and professional 


discovery, and certainly its most 
promising postwar. asset,” he 
added. “If selling can sell the 
ways and means of supporting 
our armies it can certainly make 
as clear and urgent the continuing 
duty of every citizen in the whole 
economy, his proper share in it 
and his joy in it.” 

He said he would like to see 
an award bestowed for an adver- 
tising plan resulting in employ- 
ment of more people for wider 
distribution of “more units for a 
lower unit cost.” 


Changes Up to Companies 


There is too much talk through- 
out the country about the great 
adjustments war veterans will 
have to make, declared John M. 
Wilson, vice-president in charge 
of sales, National Cash Register 
Company, speaking at a session 


| meat grinder 


= 


IT’S TIME to muster out the malarkey! Rehashes and 
dream stuff won’t sell your products or services in the 
tough postwar competitive world! 


And unless you’ve got a Dunninger on your staff, 
there’s only one way to find out what’s going to make 
your prospects buy your products. 


That's by digging! 


Remember, it was the time-motion study boys who 
came up with the whys and wherefors to speed up pro- 
duction of badly needed planes and guns and tanks. 
They did it with shirtsleeves’ work in the shops, with 


the shop men. 


And that's the way better business paper copy can be 


written 


. . » by shirtsleeves’ work with the men who 


buy, specify and use your products. 


Takes a little more time. Takes a little more effort. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, New York 


| ivory tower 


re ee ae eS 


Takes a little more money. But what a whale of a 
difference it makes in copy . .. in sales results. Ask the 
advertiser who does it! 


So get out and dig. Even a few personal field calls will 
tell you what your prospects want now .. . what they 
expect in the future. Build your ads on the bedrock of 
FACTS—and they'll reach to the minds of your readers. 


ABP offers a host of helpful material that will help 
you blueprint your efforts. A check-list of points that 
simplify the approach, and improve the results of field 
work. Case studies of how others have planned — and 
their rewards. Booklets such as “Intensive Advertising” 


by John E. Kennedy. 


Stop in at the ABP offices, or drop us a line. See how 
you can make your ads more productive ...in ABP 


business papers! 


This is no time for 
a Negro Seaman ‘9 
be ashore...” 


men to run su; 
to our fighting men. Mates, En- 
gineers, Radio Officers, Able 
Bodied Seamen, Cook Bakers and 


YB ipws Merchant Marine needs ex- fore in the entire history the 
peri ipplies Merchant Marine. 


If you have Sea expericnce— 


Messmen can serve their 
now as never before. has no post war con’ 


problem, 
It's a wonderful chance for 


It's all set to go and grow afte: the 
war in 


. Negroes have » Serve your 
come Skippers of supply ships. country, while you're building 
Up-greding is faster than ever be- your own future. 


To sian up with the Merchant Marine, report to your 
ci mari- 


Me 
Administration office, 


nearest 
time union, U. 
to Merchant Marine, 


sacs PM oe 


DE LENE 


National Distifiers Products Corporation, MY. 86.8 Prost. 49%, Grain Mewtrs! Sprit: 


BACKS MERCHANT MARINE — Na. 
tional Distillers is using ads such as 
this in the Negro press (AA, Jan. 15), 
in cooperation with the Merchant Ma. 
rine recruitment effort. Lawrence Fertig 
Co. and Lloyd, Chester & Dillingham, 
New York, prepared the copy, and 
Leslie Hickson of National Distillers, js 
campaign manager for the over-all 
drive. 


devoted to selecting and training 
sales personnel. 

He warned that constant repe- 
tition of that anxiety might well 
make realities of them for service- 
men, although studies by his own 
company have revealed that very 
few of its returned veterans indi- 
cated poor adjustment in filling 
their former jobs. 

He said that instead of stressing 
the changes servicemen must 
make, management must stress the 
adjustment it must make in plan- 
ning to provide worth while jobs 
for returning veterans. 


Magazine Covers, 
for Third Year, 
to Boost War Loan 


New York, Jan. 16.—Periodical 
publishers are being urged by 
Associated Business Papers and 
the National Publishers Associa- 
tion to make plans now to devote 
front covers of June issues to the 
7th War Loan drive, a project 
launched three years ago. 

The Treasury Department is 
arranging for a combined state- 
ment from the four five-star gen- 
erals and three five-star admirals, 
adaptable to front cover usage. 
Publications will be encouraged to 
develop their own suggestions and 
create their own art treatment. 
Treasury-prepared copy will als0 
be available. 

Last year 2,026 magazines and 
house organs with a total circula- 
tion of 170,899,071 cooperated in 
the program. Of this number, 
1,074 general and business maga- 
zines with a total circulation of 
156,892,406 participated, and 952 
company publications with a 
culation of 14,006,665 cooperated. 


KMBC Names Church 


Dr. Charles F. Church Jr., act- 
ing director of research of KM3C, 
Kansas City, Mo., has been  p- 
pointed director of education, suc- 
ceeding R. Edwin Browne, who 
will become director of public °e- 
lations for the University of Kan- 
sas. 


4 


CHICAGO 5, ILLING'S 


407 SOUTH DEARBORN ST 
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Pabst Campaigns 
Coast-to-Coast 
for ‘Blue Ribbon’ 


Chicago, Jan. 16.—Sole brewing 
company to advertise nationally 
via network radio, Pabst Sales 
Company’s promotion for its Blue 
Ribbon beer in 1945 also will em- 
prace Magazine, outdoor and 
point-of-sale advertising, compris- 
ing one of the largest campaigns 
in Pabst history. 

The program is spearheaded by 
the Pabst radio show starring 
comedian Danny Kaye, bandleader 
Harry James, and movie stars Eve 
Arden and Lionel Stander, over 
CBS Saturday evenings. 

The magazine campaign Calls 
for full-color pages in The Ameri- 
can, Collier’s, Cosmopolitan, Lib- 
erty, Life, Esquire and eight men’s 
magazines, the copy in each point- 
ing up the slogan, “33 Fine Brews 
Blended Into One Great Beer.” 
The outdoor program, the com- 
pany reports, will include 24 sheet 
posters in 175 cities. 

For point - of-sale display, one 
eight-color sign featuring “Miss 
Pabst Blue Ribbon for 1945” urges 
purchase of war bonds, “Ameri- 
can’s finest investment,” and of 
Blue Ribbon, and another features 
the Danny Kaye program. Other 
point-of-sale material includes 
Danny Kaye pocket calendars, 
Blue Ribbon coasters, bottle pyra- 
mid displays, and 12-ounce bottle 
plaques. 

Warwick & Legler, New York, 
is the Pabst agency. 


200 Stores Cooperate 
in Notion Campaigns 


Two cooperative campaigns in 
which 200 stores are expected to 
participate, have been scheduled 
for March and April. The first 
will be sponsored jointly by Dritz 
Traum, Inc., distributor of Talon 
slide fasteners, I. B. Kleinert Rub- 
ber Company, and McCall Cor- 
poration, all New York, and the 
second by Kleinert alone. The first 
program will be directed to the 
home sewer, based on the theme, 
“The Finishing Touch,” while the 
Kleinert drive will coordinate 
ready-to-wear and dress shields 
on a “Made for Each Other” idea. 

A window display contest with 
$250, $150 and $100 war bond 
prizes will feature each promotion 
and stores will be supplied with 
extensive window and counter dis- 
play material and newspaper mats. 
Federal Advertising Agency, New 
York, is handling both campaigns. 


Palmer Promoted 


Andrew D. Palmer, a member 
of the general advertising staff of 
Westinghouse Electric & Mfg. 
Company, Pittsburgh, has been ap- 
pointed assistant manager of gen- 
eral advertising. He will direct 
all youth advertising programs and 
promotional activities of the rural 
electricification section, 


Liquid Carbonic 


Promotes Two 

G. L. Van Sciver and Floyd 
Becherer have been appointed re- 
gional managers of the Northwest 
and Southwest regions, respect- 
ively, of the fountain-cabinet divi- 
sion of Liquid Carbonic Corpora- 
tion, Chicago. 


Zaoral to Bendix 


Charles T. Zaoral, formerly of 
General Motors Corporation, De- 
trot, has been named coordinator 
of foreign operations for Bendix 
aviation Corporation, Detroit. 


— 


® @ @ the source of daily 
business news . . . the pref- 
erence of management men 
© @ @ in the greatest indus- 
tral area — the central west 


A. O. Smith Elects 
Bell, von Wening 


Rae F. Bell has been elected 
chairman of the board of directors 
and Anthony von Wening vice- 
president and controller of A. O. 
Smith Corporation, Milwaukee. 

Mr. Bell, a former vice-presi- 
dent of the company, succeeds the 
late L. R. Smith. Mr. von Wening, 
formerly a vice-president of the 
Continental Illinois National Bank 
& Trust Company, Chicago, joined 
br + O. Smith organization in 
1940. 


Chrysler Features 


‘Fluid Drive’ in 
Magazine Series 


Detroit, Jan. 17.—Though civil- 
ian car production is still months 
away, “interim” product copy was 
launched by Chrysler division of 
Chrysler Corporation last week 
featuring the prewar “fluid drive” 
of Chrysler cars. 

The company, through McCann- 
Erickson, has started a four- 


months campaign of four-color ad- 
vertising in 10 national magazines. 
The program may be extended 
later in the continuing effort to 
familiarize postwar car buyers 
with Chrysler’s exclusive “fluid 
drive” feature. 

Initial ad in the new series is 
dominated by a cutaway illustra- 
tion of a Chrysler chassis, with a 
drawing of the “fluid drive” unit 
printed in contrasting color. Copy 
is limited to two major appeals— 
Chrysler’s claim that this feature 
is the greatest driving improve- 
ment since autos were invented, 


and a suggestion that prospective 
buyers “See your Chrysler dealer 
for complete facts!” 


Friedman Joins Chernow 


Leon A. Friedman, former ad- 
vertising director of the John Irv- 
ing Corporation, Boston, and pre- 
viously an account executive with 
Sterling Advertising Agency, New 
York, has joined the Chernow 
Company, New York, as _ vice- 
president and director of the 
agency’s radio and television ac- 
tivities. 


Likewise there is more to a newspaper’s circulation statement than 


the cold digits which appear in the total. 


For instance, the fact that the Los Angeles Herald-Express has the 


largest circulation of any daily newspaper in the entire West is not the 


whole story. 


Of greater import is the concentration of over 93 per cent of its cir- 


culation in the highly populous city and retail trading zones . . . 51,641 


greater circulation than the second daily in this vital area of America’s 


third largest and richest market. 


This is why your present and postwar advertising designed to cover 


Los Angeles should begin with the Herald-Express. 


me LARGEST DAILY CIRCULATION 


IN THE WEST 


Represented Nationally by Paul Block and Associates 
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Says Paper Pick-up 
Is Real Bottleneck 

To the Editor: So much has been 
printed about the struggle to col- 


lect enough waste paper for our 
needs that it has set me wonder- 


I pz 


pings.” 

The same people remember that 
when they saved tin cans and rub- 
ber, they finally had to pay to 
have them hauled away; further- 


more, that most of it is still ex- | 


posed over at the dumps through- 


rum. Letters are welcome. 


out the country. 

It would seem to me that our 
carelessness in organizing a pick- 
up is the real and only bottleneck. 

HAROLD H. ROSENBERG, 
Editor - Publisher, Industrial 
Publications, Inc., Chicago. 

vt 


Gets His Chance 


To the Editor: Here’s a strange 
coincidence in that the ad for our 
client, Arrow Liqueurs Corpora- 
tion, Detroit, appeared last Oc- 
tober and the Calvert ad in Jan- 
uary newspapers. 

The Arrow ad depicted the 
little dog in the spotlight with the 


ing. 

I think I have discovered a very 
serious reason why more waste 
paper is not being turned in. It 
is as simple as A. B. C. I have 
found various answers upon ask- 
ing numerous people why they 
were not accumulating waste 
paper. 

They all have to do with its col- 
lection, or lack of it. For in- 
stance—‘We’ve had paper piled 
up for weeks, but we finally 
burned it.” “We have a big pile 
in the back yard which has been 
there for two months.” “We save 
books and magazines, but burn the 
newspapers, boxes and _ wrap- 


ee 


| Saint Bernard left out in the cold. 


| Evidently someone felt sorry for 


| the lonesome Saint Bernard and 
| brought him into the picture. 
LAWRENCE J. MICHELSON, 
Simons - Michelson Company, 
Detroit. 
| oi i | 
Loan Tie-in 

To the Editor: To help in stem- 
ming the tide of war bond re- 
demptions, California Bank is dis- 
| playing copies of the enclosed sign 
| “Don’t cash your war bonds,” in 
|all of its 41 offices in and around 
Los Angeles. 

In. order to keep it from being 
merely a “Don’t” sign and because 
there was an obvious tie-in with 
a bank service, we included the 
secondary message, “If you need 
money ... ask here about an in- 
stalment loan.” 

Don’t know about results in new 


PORCUS... 
caddies for client 


Acc’t Ex: Let’s see, you’re one under fours, 
I’m two over fives. How about my giving you 
two strokes instead of four on the last nine? 


Client: Think nothing of it, my boy. Now 
about that new campaign. What we need is 
something we can really merchandise in the 
a first 20 cities: places like New York, Chicago, 
: and... 


Acc’t Ex: Iowa! 


Client: Iowa? Even the caddy here knows 
that’s a state, not a city. 


gg en we Band 
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St eee 


ae 
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9 Porcus: Geographically, sir. But not saleswise. 
=. Iowa has been a city ever since The Des 
Moines Sunday Register achieved 70% cover- 
age, double the merchandisable minimum, of 


- . 
all its urban consumers and sales outlets. 


Client: You mean one newspaper covers 70% 
of Iowa’s urban market? 

Acc’t Ex: I do—and what a market! Not only 
one of the first 20, but the first—if you want 
stabilized buying power. 


Bax. 
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Covered 


A STATE-WIDE 


Metropolitan 


ty LHE DES MOINES REGISTER ann TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S 


lowa- 


FIRST 20 CITIES 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


ms dog! Corrying Arrow Blackberry Flavored Brandy } 
\ 


mana 
ae y) Co. 
a, . proad 
is Asso¢ 
BLACKBERRY | “trainin meet cow tute mens TB Stual 
| s eaved| ents in mixed drinks. Ar. it Webb 
ad nae | ESREEe emis Bb piss 
) BRANDY ‘ tan wonders pve, gaia cals Rest Ba 
\ ag o5 - wi Se an ee choicest you con drink or verse qdvel 
- AktOW VQUEVES CORP, OETROIT, mi SBOE Wend Wy A POPE OR Co. 
An 
BACK IN THE LIMELIGHT—The St. Bernard, practically ignored by Arrow ment 
Liqueurs last fall, goes to the rescue again in the current Calvert ad. will 
—— i cial | 
loan business yet; but even if they| but perhaps there’s an explana.j™ ‘0 2! 
should prove to be disappointing,|tion. Maybe advertising execy.f§ catlo 
we feel that it is a good thing for| tives’ babies get their choice of cou" 
banks to plug the “Don’t cash war | colors. hun¢ 
bonds” theme. JOHN P. MARWIN, are 
Rop MACLEAN, Knox Reeves Advertising, Inc., more 
Advertising Manager, Cali- Minneapolis, Minn. who 
fornia Bank, Los Angeles, Cal. 7. * °@ ing é 
detest Permission Granted Ct 
Sponsors Needed To the Editor: As representative cil 
To the Editor: You did a grand|0f Australian Newspaper News | m« 
job in publicizing the President’s | would like your permission to re- 
letter to the Council. We certainly | produce part of the story in your Rey 
appreciate this special cooperation, | Jan. 8 issue showing agency bill- 
I hope that it will help us to get| ings for 1944. The material wouldff Boc 
more sponsorship for much needed | be used by Newspaper News with Tc 
war theme advertising in 1945. | full acknowledgment to Apvertis-@ migi 
This is just one more evidence | ING AGE. wha 
of the splendid editorial support GEORGE WARNECKE, radic 


that you have been giving the New York. Nav: 


Council in the past. We greatly| [Editor’s Note: Reproduction of pers 
appreciate this support and find it| the agency billings story is per-@ with 
of great help, in endeavoring to | mitted, but only upon written re- TI 
carry on our work in support of | quest to AA. | here 
the war effort. yvvwegy issu 
H. B. THOMAs, ; also 

Chairman, War Advertising Baltimore Adclub veni 
Council, New York. Offers Special Course beer 

a A To the Editor: Recognizing the ah 

Admen’s Baby Eyes tremendous need for trained ad- lishe 


vertising personnel, the Advertis- 
ing Club of Baltimore has just I 
launched a project designed t 
cope with the situation. 
Working in conjunction with thefg ‘he 


To the Editor: Have you seen 
International Sterling’s Page 6 ad 
in the Jan. 15 issue of Life? It 
pictures a model mother holding 


a brand-new baby. Mater describes | National Retail Dry Goods Asso- h n 
the offspring in a lovenote block} ciation, the club’s Advertisinggj %@" 
of copy to Papa overseas. But the|Council has offered a_ special Wis 
poor girl doesn’t know that all|course consisting of six lectures ‘dit 
babies are born with blue eyes so} Each lecture will be delivered by °° 
she calls them gray. an authority on the subject and it ae 
American mothers are shocked|is expected that even those who oe 
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FORGE PLANT ros WYMAN-GORDON PRODUCTS. ce 


ADD TO 
WORCESTER’S PRESTIGE 


@ Huge aircraft forgings and future automobile castings 
of magnesium and aluminum will come from the largest 
die forge press ever installed, upon the opening of the 
Wyman-Gordon Products Company, the first plant to pro- 
duce forgings of such size in the nation. This will add again 
to Worcester’s high wage earning employee group. Clustered 
here in Central New England are 500 separate industries 
whose manpower form a stable eager-to-buy market — a 
close knit radio audience. These responsive Central New 
Englanders turn their dials almost exclusively to Worcester, 
and from long preference to WTAG. 


PAUL H. RAYMER CO. National Sales Representatives Liat, 
. BS 
W TAG WICH WORCESTER Xo 


OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 5000" 
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are experienced in advertising and 
sales promotion will find that at- 
tencance at this course will prove 
highly beneficial to them. 

“The first lecture will be given 
Jan. 22 at the Emerson Hotel by 
Donald M. Bernard, advertising 
director of the Washington Post, 


who will speak on “The Mechanics 
of Production.” Thereafter in se- 
quence, those in attendance will 
hear B. Lewis Posen, advertising 
manager of Hochschild-Kohn & 
Co.. Lewis H. Avery, director of 
proadeast advertising, National 
Association of Broadcasters; D. 
Stuart Webb, principal of D. Stuart 
Webb, Advertising Services; Albert 
Bliss, president of Bliss Displays, 
and Horace Battin, director of 
advertising of Sears, Roebuck & 


0. 
An extremely nominal enroll- 
ment fee is being charged which 
will also cover the cost of a spe- 
cial textbook which will be given 
to all enrollees. Judging by appli- 
cations for enrollment to date, the 
course will be attended by several 
hundred persons, many of whom 
are presently members of Balti- 
more department store personnel, 
who are anxious to learn advertis- 
ing and sales promotion technique. 
THEODORE A. NEWHOFF, 
Chairman, Advertising Coun- 
cil, Advertising Club of Balti- 
more, Baltimore, Md. 
vvy 


Reports on Handling 


Boot Camp News 

To the Editor: Thought you 
might be interested in knowing 
what some former newspaper and 
radio men are doing here in the 
Navy in the way of providing the 
personnel of this training center 
with news. 

Therefore, I am sending you 
herewith a copy of our last two 
issues of the “Farragut News” and 
also a copy of the “Farragut Sou- 
venir Magazine” which has just 
been published. Believe this gives 
a better picture of “boot camp” 
than anything heretofore pub- 
lished for general distribution. 

I have been a subscriber to your 
publication for a number of years, 
and prior to being inducted into 
the Navy in June, 1943, I sent you 
a number of special editions I 
handled while advertising man- 
ager of the Chronotype, Rice Lake, 
Wis. Our “Food for Freedom” 
edition several years ago was 
given considerable space in your 
publication, and I noticed many 
other papers subsequently pub- 
lished such editions. 

I formerly owned newspapers at 
Granite Falls, Minn., Lewiston, 
Minn., and Rice Lake, before be- 
coming associated with the Chro- 
notype Publishing Company, at 
Rice Lake, in 1940. Still have my 
interest in that company. If you 
care to publish anything about 
this souvenir edition, am sure my 
friends in the publishing field in 
Minnesota and Wisconsin will read 
it with interest. I have been man- 
aging editor of the “Farragut 
News” since Sept. 3, 1943, after go- 
ing through “boot” training here 
at Farragut. 

[I think your publication is still 
being sent to me at Rice Lake, 
though it is seldom forwarded to 
me here. I have not requested 
address change because I believe 
it undoubtedly is of considerable 
interest and help to the staff re- 
maining there. However, if you 
do publish anything about our 
work out here, I would certainly 
appreciate getting a copy of that 
particular issue. 

GEORGE W. ERICKSON, 

Y2c, Managing Editor, “Far- 


agut News,” U. S. Naval 
Training Center, Farragut, 
daho. 

Editor’s Note: The 64-page 


ivenir Magazine gives a com- 
pcte picture of life at Farragut 


ore decommissioning was or-| 


Cred at this “largest naval training 
iter in the West.” Financed by 
Welfare and Recreation De- 
tment, the magazine had been 
ended for all incoming recruits. 
is being distributed to all per- 
inel at the center. 
s used in past issues of the 
irragut News,” the souvenir 
‘es up recruit training; morale 
1 health; the various depart- 
nts which played an integral 
t in operation of the center, 


d service schools. The magazine | 


s the brain child of Yeoman 
ckson, who went back through 


Replete with | 


| 


the files and spent many hours 
assembling the material.] 


Sales Managers Elect 

E. G. Miller of the Carnation 
Company, San Francisco, has been 
elected president of the Sales 
Managers’ Club of San Francisco, 
composed of food industry sales 
managers. Other officers are: 
Charles E. Clotere, Langendorf- 
United Bakeries, 1st vice-presi- 
dent; T. W. Cutting, Hills Bros. 
Coffee, Inc., 2nd vice - president, 
and John W. Geiger, Kraft Cheese 
Company, secretary-treasurer. 


Fauser to Head 
Warner Drug Unit 


New York, Jan. 17.—William R. 
Warner & Co. has set up a new 
organization to handle such of its 


| manufacturer of proprietary prod- 
' ucts. 


Wesley Associates, New York, 
recently-named agency for Sloan’s, 
will also handle advertising for 
Nonspi, but no agency announce- 
ment has been made for the other 


| Standard Laboratories products. 


proprietary drugs and toiletries as | A 
Sloan’s liniment, Nonspi, Water- 
bury and Hobson’s household prod- 
ucts. To be known as Standard 
Laboratories, Inc., the new con- 
cern will have as president and 
general manager, Erwin Fauser, 
former president of Frederick 
Stearns & Co., Detroit, also a 


complete re-packaging pro- 
gram for all products has been in- 
itiated by Mr. Fauser, with Ray- 
mond Loewy Associates handling 
the designing. For Sloan’s, re- 
cently promoted on ‘“‘Gangbusters,” 
weekly adventure series on the 
Blue Network, Standard plans 


multiple insertions in newspapers 
and magazines, backed up with 
extensive spot radio. Detailed 
plans will be announced in the 
next few weeks. 


Begins Cover Series 


Nation’s Business, Washington, 
D. C., has begun a new series of 
covers, each a painting by a dis- 
tinguished American artist depict- 
ing a background of a _ typical 


| American industry and spotlight- 
|ing a representative individual in 
'that industry. 


Given any kind of break, he'll soon 
be afield with dog and gun, back 
home from the war! 


Andy, and ten million buddies— 
all trained to outdoor living —will 
swell the greatest peacetime army 
on earth — the army of the out-of- 
doors—anglers, gunners, campers. 

Andy, and his buddies, will join 
the sixteen million wartime buyers 
of fishing and hunting licenses—six- 
teen million in our first full war year 
who kept fit in the out-of-doors for 
their war production jobs. 


This is the outdoor market of to- 
morrow—all rugged, active people 
who buy things and do things. For 
hunting and fishing and boating 
alone they spend more than is spent 
for all competitive sports combined, 
with enough left over to build a 
dozen $80,000,000.00 battleships. 
That’s in so-called normal times. 
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Picture this market tomorrow — 
when the boys come home, travel 
bans are lifted and you’re making 
civilian goods again! 

Field & Stream’s more - than - 
300,000 quality circulation is, was 
and will be the very cream of this 
BIG outdoor market. It’s Field & 
Stream they look to for authentic 
outdoor news and dependable buy- 
ing guidance. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVE. * NEW YORK CITY 22 


Field & Stream’s undisputed pres- 

tige among outdoorsmen has been 

earned by 49 years of effort in the 
outdoorsman’s bebalf. 


Field & Stream is the nation’s most 
widely quoted outdoor magazine. 


e . . 


The Field & Stream Perpetual 
Challenge Trophies are coveted 
among gun dog owners. 


. . ° 


Among sportmen’s magazines, Field 

& Stream has been the number one 

selection of advertisers for 34 years 
straight, every year! . 
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Pressure Groups 
Seen as Danger to 
Postwar Economy 


New York, Jan. 17.—If Ameri- 
can democracy is to survive after 
the war, pressure groups in indus- 
try, labor and agriculture must 
learn to submerge their selfish in- 
terests to the welfare of the econ- 
omy as a whole, Stuart Chase as- 
serts in “Democracy Under Pres- 
sure: Special Interests Versus the 
Public Welfare,” which has just 
been published. The book is the 
fourth in a series of six mono- 
graphs under the general title, 
“When the War Ends,” which Mr. 


Chase is writing for the Twentieth 
Century Fund. It sells for $1. 

Mr. Chase casts a_ searchlight 
over the whole fieid of pressure 
groups—groups of the left and the 
right, of business and labor, of 
|sectionalists and internationalists 
—and finds little to approve in the 
light of his beam. Yet he does not 
despair. He believes that intelli- 
gent approaches to the problem of 
an economy of plenty (of which 
he has found a few encouraging 
| signs, such as the planning of the 
Committee for Economic Develop- 
ment) will permit America to pre- 
serve democracy and achieve pros- 
perity after the war. 

He does not believe, however, 
that postwar democracy will mean 
a return to economic or social con- 
ditions of some previous era. It 
is his belief that big business in- 
evitably forces the development of 
big labor, with the development of 


both just as inevitably calling for 
the development of big govern- 
ment. 

So Mr. Chase sees a postwar de- 
mocracy in which “the question is 
not whether there shall be gov- 
ernment interference in the econ- 
omy ... but what kind of govern- 
ment interference? Will it be to 
subsidize powerful pressure 
groups, or to keep all America 
strong?” 

Pressure groups and monopolies, 
he maintains, almost invariably 
tend toward an economy of scar- 
city — smaller production with 
fewer employed and _ relatively 
high prices—whereas the only 
salvation on democratic principles 
lies in the fullest possible produc- 
tion and “full employment,” ac- 
companied by the lowest possible 
prices. 

Mr. Chase believes that the ideal 
postwar economy will achieve 


some fundamental and logical bal- 
ance between four major areas in 
the economy: government owned 
areas, largely in fields where the 
service is required but the profit 
outlook is so uncertain that pri- 
vate capital cannot be interested; 
government controlled areas, 
where private operations must be 
closely regulated in the public 
welfare; areas of comparatively 
free private operation; and coop- 
eratives, which he sees as abso- 
lutely essential in the farm field 
(both for purchasing and selling), 
and highly useful in the non-farm 
field as a check and a yardstick 
for private enterprise. 

Mr. Chase writes his economic 
treatises with a bold pen, and a 
forcefulness one might expect 
from the author of “The Tyranny 
of Words.” When he condemns 
the pressure activities of the Na- 
tional Association of Manufactur- 


TO HOLD 


AN AUDIENCE... 


A wit of Richard Wagner's day suggested this method of “holding his 
audience.’ & In contrast lo this ‘‘make ’em take it and like it’ altitude, the 


Bettmann Archive 


specialization of editorial content in each HAIRE merchandising publication gwes 


each buyer exactly what he wants—in his specific field. @ With specialized 


editorial material, aimed directly at specialized reader groups, 


Haire magazines have built up and maintained inlerested audiences 


over a period of 34 years. Buyers study and live with them.@ By 


continuing to give these important buyer-readers what they like, 


invariably carrie 


realer volume of advertising and a greater 


Haire editors deliver and hold a valuable, avidly interested audience for 
your advertising. ® This is the big reason why each Haire publication 


Advertising Age, January 22, 1945 


What Star 
shall guide our country? 
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Pond MOTOR COmPranY 
FAITH IN FUTURE—This inspirational 
copy, which appeared last week in 
newspapers over the signatures of both 
Henry Ford and Henry Ford Il, ex. 
presses faith in the capability of the 
country's youth to build a better post. 
war America. 


ers or the Farm Bureau Federa- 
tion, he delivers no genteel slap on 
the wrist, but a resounding smack 
on the seat of the pants. When he 
says that no part of the economy 
is of importance, except as it 
meshes well into the whole of the 
economy, he makes his point with 
a sledge hammer blow. 


General Drops 
Private Makes to 
Market Own Radio 


Chicago, Jan. 16.—Ending its 
private label manufacture, Gen- 
eral Television & Radio Corpora- 
tion recently announced it will 
produce a limited line of radios, 
phonographs and _ combinations 
under the General name. The 
company, which manufactured re- 
ceivers under its own name prior 
to the war, devoted most of its 
production to private brand sets. 

The new General line will com- 
prise about 15 models built to sell 
in the popular-priced bracket. AC, 
AC-DC and battery operated sets 
will be offered in cabinets of fine 
wood, plastic and fabric. Later 
designs include modernistic sets in 
plastic for wall hanging. 

In a restricted territory of more 
than 20 midwest states, initial dis- 
tribution will be handled entirely 
by distributors. A portable mode! 
which the company expects to 
produce in quantity will be mar- 
keted nationally. 


‘Outdoor Life’ Appoints 
Colton; Rates Increased 


Outdoor Life, New York, has 
appointed Wendell P. Colton Com- 
pany, New York and Boston, as 
agency for its recently-inaugurated 
campaign promoting wildlife con- 
servation. Newspapers and direct 
mail will be used to stress re- 
stocking and other conservation 
measures. 

With a new guaranteed circula- 
tion of 320,000 average monthly, 
Outdoor Life has increased its 
advertising rates, effective with 
the September issue. Black and 
white page rate is now $1,175. 


Gets Mi-Hair Account 

Advertising of Capillis, Inc. 
Brooklyn, manufacturer of M)- 
Hair scalp medicine and shamp« 
has been placed with Stuart Ba’t, 
Advertising, New York. Busine:s 
papers, displays and direct mo#!! 
will be used. 
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NBC Reports on 
Listener Survey 


New York, Jan. 17.—First re- 

port on NBC’s 1944 nationwide 
survey of listening habits in 1,077 
jties throughout the United States 
reveals that NBC’s stations “lead 
their closest competitor in night- 
‘ime ‘most’ listening by 128%.” The 
report, in slide form and as a 
booklet, was released last week in 
jew York to advertisers, agencies 
hind the press at a luncheon ad- 
dressed by Niles Trammell, presi- 
ient of NBC; Roy C. Witmer, NBC 
vice-president in charge of sales; 
harles Hammond, network 
irector of advertising and promo- 
ion, and James H. Nelson, NBC 
gles promotion manager. 

First in a series, the booklet 
overs all cities of 10,000 or more 
population—1,077 cities with a to- 
al of 16,000,000 radio families, 
56% of those in the country. It 
includes tabulation of listeners’ 
answers on one of the four ques- 
tions asked via postcard ballot— 
hat one being ‘What stations do 
you listen to most—at night, after 

. m.?” The survey polled 

30,000 families. 

NBC’s over-all analysis shows 
hat in the 1,077 cities, 57% of the 
radio families listen most to NBC 
after 6 p. m., local time. Break- 
own reveals that in the 14 larg- 
est cities with 500,000 or more 
population, NBC leads all other 
nets: in 37 cities of 250,000 or more 
population, NBC leads all nets in 
6: in 92 cities with 100,000 or 
more population, NBC leads all in 
Bl. 


Nordbye to Hillman 


Harland Nordbye, formerly in 
charge of newsstand promotion for 
Esquire, Coronet Inc., has been 
placed in charge of publicity for 
Pageant, published monthly by 
Hillman Periodicals, New York. 
Through Biow Company. the mag- 
azine is promoted on a monthly 
budget of $25,000. One - minute 
spots on 21 stations and ads in 42 
newspapers throughout the coun- 
try will be used in February. 


Plastics Officers Named 


John Owen, Sorg Paper Com- 
pany, New York, has been elected 
president of the Plastics Club of 
the United States. Other officers 
named for 1945 include vice-presi- 
dents, Charles Gates, B. Altman & 
Co. and J. Murray Beveridge, 
Maveo Sales, Inc., New York. 


Fairchild Starts Drive 


Fairchild Publications, Inc., New 

York, is planning a 1945 campaign 
in leading advertising business 
papers, using 125 pages in all. 
Westheimer & Co., St. Louis, 
handles the drive for Women’s 
Wear Daily, while Robert B. 
Grady Company, New York, places 
ads for the Daily News Record. 


Munro Rejoins Doremus 


Lt. Comdr. Louis W. Munro, 
vice-president of Doremus & Co., 
New York, and recently released 
irom active duty in the Navy after 
a two-year leave of absence, has 
rejoined the agency in an execu- 
uve capacity. Mr. Munro is a 
director of the Boston Better Busi- 
hess Bureau, having formerly been 
in charge of Doremus’ Boston office. 


Kotzenberg Opens Studio 


Bill Kotzenberg, formerly art 
director of La _ Salle-Crittenden 
Press, Chicago, has opened his own 
studio at 64 E. Lake St., Chicago, 
offering a creative art and adver- 
tising production service to agen- 
cies. 


Form Food Group 


Frozen food packers of Cali- 
fornia have formed a trade de- 
velopment organization under the 
name of Western Frozen Food 
Processors Association at San 


Francisco. T. F. Aronson of Santa 
Clara Frosted Foods Company is 
president. 


Two Join Grant 


Manuel Bustillo, formerly with 
McCann - Erickson, has joined 
Grant Advertising in Mexico in 
an executive capacity, and Peter 
Lowry, public relations man in 
Mexico, has also joined Grant’s 
office there. The agencys Rio de 
Janeiro office has been named to 
handle advertising for Cia. Indus- 
trial de Conservas Delrio of Bra- 


zil’s canned pears, fruit salad and 
tomato ketchup. 


Two Join ‘Home News’ 


Thomas F. McMahon, formerly 
space buyer of Warwick & Legler, 
New York, and Max Lieberman, 
formerly of the New York Times, 
have joined the general advertis- 
ing department of Home News. 


Fickett to JWT 


Homer Fickett, associate di- 
rector of radio in charge of pro- 
gram development at Batten, Bar- 


ton, Durstine & Osborn, New York, 
is resigning Feb. 1 to join J. Wal- 
ter Thompson Company, New 
York, where he will work on crea- 
tion and development of new pro- 
grams. 


To Kennedy-Lawson 


Transit Advertisers, Inc., New 
York, has named Kennedy-Law- 
son Company, New York, to 
handle an institutional campaign 
via car cards and station posters 
for communities on the Long 
Island and New Haven railroads. 
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STRENGTH 
OF 


Lominance 


On October eleventh, 1943 the New York Journal- 
American changed the price to its readers from three 
cents to five cents daily Monday to Friday. It was 
already five cents on Saturday. 


Other New York City evening newspapers raised 
their price to five cents during the week of May 
seventh, 1944. 


The New York Journal-American dominated the eve- 
ning field in circulation before it increased its price. 
It remained dominant. It continues dominant. 


The readers of the New York Journal-American 
proved their appreciation of its service and its interest 
as a newspaper for the American family. 


HEARST NEWSPAPERS 


IN CHICAGO 


IN NEW YORK 
THE JOURNAL-AMERICAN 


EVENING AND SUNDAY 


THE HERALD-AMERICAN 


EVENING AND SUNDAY 
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Drive to Expand 
ANPA Ad Bureau 
Nearing Its Goal 


Chicago, Jan. 16.—The minimum 
goal of membership and financial 
support needed to validate plans 
for a vastly expanded operation of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers As- 
sociation, is definitely in sight, 
and it may be possible to an- 
nounce the appointment of top 
personnel of the projected new 
sales and retail committees by 
mid-February, the Newspaper Ad- 
vertising Executives Association 
was told here today. 

Explaining the operations of the 
Bureau and the present status of 
its expansion plan were Roy D. 
Moore, Brush-Moore Newspapers, 
chairman of the committee in 
charge of the Bureau; Irwin Maier, 
Milwaukee Journal, chairman of 
the expansion drive committee; 
NAEA president Henry Manz, 
chairman of the projected sales 
committee; and James W. Egan 
Jr., New York Times, chairman of 
the projected retail committee. 


$550,000 Secured 


Mr. Maier reported that $550,- 
000 of the minimum $750,000 
necessary for implementation of 
the expansion plan has already 
been secured, and promised that 
the remainder would be secured 
quickly, and that the esmneniites | 
intends firmly to raise the $1,000,- | 
000 originally contemplated. To'| 
date his group has signed up 413 | 
of the present 523 members of the | 
Bureau for the expansion plan, he | 
reported, and 125 non-members. | 
Both of these figures will rise in 
the near future, he said. 

Mr. Maier made it clear that | 
the NAEA intends to exercise 
more and more control over Bu- | 
reau activities on behalf of all! 


| head the sales committee. 


newspaper advertising — not just | 
national, but local and classified 
as well. 

Mr. Manz pointed out that his 
committee cannot operate officially | 
until the expansion plan is for- 
mally adopted, but that a great 
amount of groundwork has already 
been done, and that official forma- 
tion of the committee will permit 
immediate operation. It may be 
possible by Feb. 19 to announce 
the name of the man selected to 
Similar 
groundwork has been done by the 
retail group, and Mr. Egan said 
that personnel of this committee 
may be announced Feb. 14. 

Mr. Egan also emphasized that 
the operations of the Bureau in 
the retail field will be supervised 
and scrutinized by the NAEA re- 
tail committee, which will be di- 
rectly in charge of this phase of 
the Bureau’s work. 


Griffith Moves Office 


The San Francisco office of 
Homer Griffith Company has been 
moved to 681 Market St., and is 
now under the personal direction 
of Homer Griffith, president and 
manager. Edith Olson, formerly 
with R. J. Bidwell Company, has 
joined the cOMpany as account 
executive. 


Takes Westinghouse Post 


Robert E. Burrows, recently 
supervisor of advertising and sales 
promotion for the radio receiver 
division of General Electric Com- 
pany, has been appointed manager 
of general radio sales of Westing- 
house Electric Supply Company, 
New York, wholesale marketing 
subsidiary of Westinghouse Elec- 
tric & Mfg. Company. 


Form Dot News Service 


Dot News Service, Inc., Cincin- 
nati engraver, has been organized 
with offices in the Pugh building. 
Owners of the service are Leonard 
Dahlman, George Trumbull and 
H. R. Anderson. 


122%! That’s the C.E.D.’s conservative calculation of South 
Bend’s peace-time employment, as compared with 1940. It’s 
a resounding reply to the question of what will happen to one 
bustling war production center with the coming of peace! 


South Bend has great industries with hugh backlogs of orders 
for civilian goods, factories able to turn to production of cars 
and trucks and farm machinery, appliances for the home and 
many other products for which millions are waiting. And, 
South Bend has stable population with tremendous buying 
power put away in War Bonds. South Bend, you know, has 
repeatedly established national records for War Bond buying, 


going over its quota in ever 


Vv campaign. 


It makes a pretty nice peace-time picture, doesn't it? This in- 
viting market can be reached only through The South Bend 
Tribune, the only daily paper in St. Joseph County. The cir- 
culation is more than 82.000 
polis and Grand Rapids. 


the largest between Indiana- 


E The South Mend Tribune 


“Newspapers Get Immediate 


Action” 


STORY, BROOKS & FINLEY, INC. National Representatives 


Henry Ford II Looks at Advertising 


From an address before 


od | 


the Newspaper Advertising 


Executives Association, Jan. 15, 1944 


The part that advertising 
plays in our economy is now 
pretty well defined. Ever since 
modern mass production came 
in, the necessity of matching it 
with mass distribution has been 
apparent. Advertising, as a 
means of informing people, is a 
recognized factor in distribu- 
tion. Make a million cars 
and, because of the economies 
made possible by volume pro- 
duction, they will be sold at a 
lower price than would be 
necessary if only 100,000 cars 
were produced. 

But in order to make a mil- 
lion cars, there must be a mii- 
lion customers, and to create a 
million customers requires that 
many more millions be in- 
formed of the product, con- 
vinced of its quality, and given 
the other details necessary to a 
purchase. The quickest way to 
bring these necessary elements 


to the prospective buyer, and 
the prospective buyer to the 
product, is by way of some 
form of published advertis- 
ing matter. Business is entirely 
a matter of circulation — the 
flow of goods from where 
they are made to where they 
are needed — and whatever 
assists to maintain a continu- 
ous flow is of distinct serv- 
ice to society. Thus, the in- 
ventor of new and better com- 
modities, the production man- 
ager who is constantly en- 
gaged in lowering costs, the 
salesman who is a part of the 
process of distribution, and the 
advertising medium which 
spreads the offerings of the 
market before the eyes of our 
30,000,000 American families— 
all are engaged in keeping the 
flow continuous. None of them 
is an added cost; each is a dis- 
tinct economy. 
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KOV Goes to Mutual 


as WCAE Joins Blue 
Effective June 15, KQV, 
burgh, for the past three ye 
Blue Network affiliate, wil! 
Mutual Broadcasting Systen 
WCAE, present MBS outlet ir 
city, will become a Blue statiy 
Operating on 1000 watts, 
ke., KQV is owned by Allegh 
Broadcasting Corporation, 
plans postwar operation on 5 
watts. WCAE, owned by WC 
Inc., and affiliated with the Pi 
burgh Sun-Telegraph, ope: 
5000 watts on 1250 kc. 


Elect Perry Director 
John W. Perry, presiden: 
Western Newspaper Union, 
and owner of the Jacksonville 
Journal and other Florida news. 
papers, was elected a director of 
the Daytona Beach News and 
Journal at an annual meeting of 
stockholders Jan. 9. Early last 
year WNU purchased a 40% stock 
interest in the corporation. Re. 
mainder of the stock is owned by 
Julius Davidson, publisher, and 
Herbert M. Davidson, editor, both 
of whom were reelected directors, 


Mr. HARDY 


War Makes Rattling Good History... but Peace is Poor Reading §oM. 


The greatest glories of America are not in her wars. You find thet 


the institutions of freedom, the spiritual values and materia! wé 


which our people have carved from years of peace. Because we we 


ready, we again are involved with nations that habitually write his 


with the sword. America shall win this war, and we must be rea 


handle the peace when it is won, provide jobs, good wages, security 


prosperity. We'll make peace the best reading throughout the wi 


That demands big advertising, big sales, big production. Get every! 


ready now to shoot the works postwar ... and when the time come 


your advertising on Champion paper. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds. "ners, 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CIN 


THE CHAMPION PAPER AND FIBRE CO., Ham 


MILLS AT HAMILTON, OHIO .. . CANTON, N. C. .. . HOUSTON, TE® 45 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
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fraevel Ruling 
jmits NAM 50th 
Birthday Plans 


New York, Jan. 18.—The recent 
overnment ruling restricting all 
yt most essential wartime travel, 
as camped the promotional style 
tie National Association of 


s 


its affiliated 
Information 


fanufacturers and 
‘ational Industrial 
ommittee. 

The 50th anniversary celebration 
| NAM, at the Netherland-Plaza 
otel, Cincinnati, Jan. 24-25, will 
he attended primarily by indus- 
rial executives of southern Ohio. 
arly this month, NAM had an- 
ounced that “leaders of the great 
ind small industries of America 
Jl be included among the 800 
,dustrialists” from the Midwest. 
Plans for development of tie-in 
bdvertising by individual manu- 
acturers and others, with NIIC’s 
ecently launched newspaper cam- 
baign, through Kenyon & Eck- 
ardt, also have been curbed by 
he travel order. On the other 
sand, Ira Mosher, of Russell Har- 


rington Cutlery Company, South- 
bridge, Mass., new president of 
NAM, has just written to the 6,000 
members of NIIC and the 12,000 
members of NAM, urging that 
they conduct similar campaigns of 
their own. 

None of the four national net- 
works has yet approved scripts of 
NIIC for a paid radio campaign to 
supplement the newspaper series. 
Earlier scripts were rejected as 
“controversial.” 

In a list of newspapers forced 
to turn down the NIIC campaign 
because of paper restrictions (AA, 
Jan. 8) appeared the Los Angeles 
Examiner, San Francisco Examiner 
and Seattle Post - Intelligencer. 
These three papers are running 
this schedule. The four others 
mentioned are not. 


Burry Names Daikeler 


Josef Daikeler, formerly eastern 
division sales manager of the 
Burry Biscuit Corporation, Eliza- 
beth, N. J., has been elected vice- 
president and director of sales. 
Edward L. Morehouse, with the 
sales department for eight years, 
has been named to succeed Mr. 
Daikeler. 


Meetings Canceled 
by Four Groups 


New York, Jan. 17.—Four more 
groups, in response to War Mobil- 
ization Director James F. Byrnes’ 
request for cancelation of conven- 
tions requiring attendance of more 
than 50 persons and involving pub- 
lic transportation, have canceled 
scheduled meetings in the past 
week. 

The executive committee of the 
Proprietary Association of Amer- 
ica has canceled its 1945 annual 
convention to have been held here 
May 15-17; the National Beauty 
& Barber Mfg. Association annual 
meeting here, planned for the sec- 
ond week in September, is off; the 
April 18 semi-annual dinner meet- 
ing of the Packaging Institute has 
been called off; and the mid-winter 
conference here Feb. 19-21 of the 
Radio Manufacturers Association is 
canceled. 

The Graphic Arts Victory Com- 
mittee has revived its convention- 
by-mail project, which was its first 
activity upon organization about 
two years ago, and is revising its 
booklet, “How to Conduct Your 


Convention by Mail” for free dis- 
tribution within the next two 
weeks. First edition of the book- 
let, produced in February, 1943, 
was sent to officers of associa- 
tions and business organizations 
throughout the country, with the 
help of the U. S. Chamber of Com- 
merce and the Department of 
Commerce. 


Hardware Mutuals 
Expand ‘45 Drive 
in Magazines 


Stevens Point, Wis., Jan. 17.— 
Stepping up its national magazine 
schedule, and devoting every 
fourth appeal entirely to a home- 
front theme, Hardware Mutuals 
will spend about $250,000 this year 
promoting its casualty and fire in- 
surance protection. 

The Stevens Point and Owa- 
tenna, Minn., companies, whose in- 
itial plunge into national consumer 
advertising was made with a Time 
page in November, 1942, launched 
a consistent magazine drive the 
following year, using Business 
Week, Nation’s Business and Time. 
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Space was increased in 1944, and 
this year the firms will carry a 
series of nine insertions, pages and 
two-third pages, in the same list, 
adding Newsweek and United 
States News, and other publica- 
tions if space becomes available. 
Its magazine expenditure this year 
will total $65,000, double the first 
full year’s appropriation, with 
space in insurance business papers 
and direct mail accounting for the 
remainder. 

The new campaign continues the 
use of circular illustrations, with 
children dominating many of the 
scenes. Appearance of these hu- 
man-interest pictures prompted 
the Treasury to ask for use of 
three of them in war theme, bond 
sale copy, etc., and Starch ratings 
have put the series high on the 
list in readership. A shield super- 
imposed over the illustrations is 
devoted to wartime appeals or 
bond drives, with the admonition, 
“Help shorten the war.” Selling 
copy emphasizes a “policy back of 
the policy” theme utilized in the 
first magazine advertising, and 
points out that substantial divi- 
dend savings have been provided 
policyholders, exceeding $87,000,- 
000 since Hardware Mutuals was 
organized. 

Roche, Williams & Cleary, Chi- 
cago, is the agency. 


‘Christian Herald’ 


Promotes Stewart 

Ford Stewart, assistant pub- 
lisher and advertising manager of 
Christian Herald, New York, has 
been elected a director and ap- 
pointed vice-president and general 
manager. 

He will be succeeded as adver- 
tising manager by Phelps Pratt, 
formerly eastern advertising man- 
ager. 


Renames Newsletter 

“Distribution Newsletter,” pub- 
lished by Magazines of Industry, 
New York, will now appear under 
the title ‘Modern Distribution.” 
No change in policy or organiza- 
tion is planned, 
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| OPA and WPB, subscription radio 


Food and Drug Administration. 
Armed with punitive powers, 
Food and Drug for _ instance 
brought court action which re- 
sulted in a $1,000 fine to a firm 
charged with selling deceptive 
gift packages of sweets for service- 
men. During 1944 the agency 
seized 586 drug shipments for mis- 
branding with false and worthless 
claims, compared with 408 in 1943. 
* oe te 


Crackdown: With the civiuan 
economy due for rock-bottom op- 
eration during the next few 
months, WPB and OPA will be 
less lenient on production of lux- 
ury items. The jewelry trade is 
rife with rumors that metals for 
costume jewelry, employing 45,- 
000 in New England alone, will be 
cut off. Now the two agencies are 
meeting with the textile and ap- 
parel industries to work out meth- 
ods of confining clothing produc- 
tion to essentials. Discipline: 
WPB’s compliance division has 
ordered the J. S. Publishing Com- 
pany, New York, to pay back 
paper allegedly overdrawn above 
its quota for printing greeting 
cards. Deadend: Sewing machine 
manufacturers learned last week 
that supplies of fractional horse- 


benefits from the support of men 
of energy and high standing, like 
P William Benton and James Law- 
- : rence Fly. As things stand to- 
} day, it would not be assumed that 
:* existing rules against ownership 
Fs } of more than one station in a 
re : x community will prejudice the de- 
} By STANLEY E. COHEN, Washington Editor - cision against this additional com- 

a i _ | petition in the radio field. 

Subscription Radio Lifts invited members of the Commis- * * & 
| Strong Voice in Capital = to A — demonstration at Explanation: WPB’s J. A. Krug 
ah Washington. J fe the Mayflower Hotel. was hard pressed by reporters who 
% im , WERUNgON, Jan. 10.——Sunscrip After Commission members| wanted to know whether it was 
a | oa = ces og making heard the “pig squeal” that non-/ worthwhile to black out orna- 
= emselves heard here, moving! subscribers would get if they | mental lighting just to have 2,000,- 
a F rapidly ahead to convince the FCC tuned FM sets to. subscription | 000 tons of coal, less than 1% of 
that their special non-commercial| radio frequencies, one member | the national requirements. Quick 
radio service is something which| commented, “It isn’t as bad as the| thinking Mr. Krug got out of the 
| should be made available to the| noises farmers have been getting| corner with the comment that 
/ public. for 25 years.” Mr. Weiner ex-/| ‘We can’t ask people to keep their 
: i | Even before the FCC’s proposed | plained the squeal would be “just | houses and offices at 68 if they see 
frequency allocations came out! bad enough to discourage poach-| electricity wasted on sign boards.” 
A Tuesday, with an explicit invita-|ing without antagonizing potential! It is pretty generally agreed here 
“ tion for subscription radio to prove | customers.” that Byrnes ordered the authority 
' i its case, Joseph L. Weiner, cap- Besides Mr. Weiner, who is well} blackout without consulting OWT 
able spokesman for the project,| known here from his work with; and WPB on the necessity of the 
move. Ape 

GIBBONS KNOWS CANADA Policemen: Less spectacular but 
novenrisine J. J GIBBONS LTD. menenanoisine ict al obaartstieng ix tao senteni 
TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON. VANCOUVER over labeling maintained by the 
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REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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| tion’s retail business in 1944. .. 


power motors have now im) 
so much that when recon, 
comes they will be no handj 
toward achievement of the pre 
500,000 machine a year p 
tion rate. Trouble now ji 
steel, brass, aluminum shee 


other materials as well as may rgé 
power, are uncertain.  Criteri ‘he 
AP’s Sterling Green Crosse mitiV 


swords last week with WPB ( hai; 
man Krug, asking whether 
was true, as London papers ; 
that the military have take 
trol of the government, includip 
WPB. “Don’t you know?” smile 
“Cap.” Green broke up the sessigy 
with the comment, “Well, every 
time I call you, they say you ar 
at Army headquarters.” 
od a co 

Baby: National Biscuit’s J. Sig. 
ney Johnson has returned to hig 
company, now that the OPA gy. 
cer-consumer price ceiling cam. 
paign is well under way, but OP, 
is so well pleased with the projec 
that it will continue. More thay 
250,000 grocers are active in the 
drive, lending their advertising 
and supporting the messages of 
food processors and distributors, 
It appeals to the trade. Price Ad- 
ministrator Bowles plugs the idea 
that grocers build good will, ip- 
sure profits under price control, 
He mentions a newspaper ad used 
by a large eastern food chain 
which adds up the cost of 300 
commonly sold food items, shovw- 
ing that today they actually cost 
less than a year ago. “It is signifi. 
cant,” he adds, “that during this 
period grocery sales_ increased 
steadily. Moreover, net profit of 
most food stores before taxes in- 
creased substantially in the first 
six months of 1944.” Bowles re- 
calls the inventory inflation of 
1920 to warn grocers that without 
price control they would be sub- 
ject eventually to postwar defla- 
tion which would wipe out war- 
time gains. 


I 
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con 
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Jottings: Preliminary estimates 
at WPB indicate that construction 
during 1945 will be the lowest 
since 1935. That dreary prospect 
would be obsolete on V-Day, how- 
ever. . . National Housing Agency 
warns home builders and real 
estate people to protect ex-GI’s 
against unwise buying on a bad 
housing market. . . National Plan- 
ning Association comes through 
with a comprehensive plan for 
strengthening of Congressional 
machinery 24 hours after the death 
of Senator Maloney, chief advocate 
of an efficient Congress. . . Amer'- 
can Aviation points out that Post 
Office has made so much mone} 
on airmail these past three years 
that a 28-year airmail deficit will 
be wiped out. . . FTC thinks it is 
time for Congress to knock the 
dust off the recommendations of 
the prewar Temporary National 
Economic Committee, and set up 
new safeguards against business 
monopoly and concentration. 
Chain stores did 23% of the na- 
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FTC gets more funds for its 
“Trade practice rules” agreements 
next year. The Government 
Printing Office has full texts of 
the FTC advertising report for 15 
cents. . . ODT expects most con- 
vention application trouble fron 
social and religious groups. 


To Butler-Advertising 

Brewer - Tichenor Corporat 
Cortland, N. Y., has named But 
Advertising, New York, to ha! 
advertising for Hostess fol 
furniture, B.T.C. Hi-Tension sus- 
pension line hardware, and qu'¢ 
freeze plates and boxes. Consu 
publications will be used to sup- 
plement the current trade pub! 
| tion drive. 
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tart Training 


* p ocutfow, Execs Are 
sh 
fhec\. aditrged by Jones 

Cr Rochester, N. Y., Jan. 16.—Sales 
cro ecutives should emulate the ex- 
/PB ple of the military forces and 
eth hin their groups on “dummy” 
ers } ducts and customers, in order 
taker pe ready for peacetime distri- 
, inc tion, George S. Jones, president 


the National Federation of 
les Executives and vice-presi- 
nt in charge of sales of Servel 
prporation, Evansville, Ind., told 
pnbers of the Rochester Sales 
recutives Club. 


t’s J. SigMiMr. Jones, speaking at the in- 
ed to hi™mllation of officers meeting last 
OPA gro.f/mek, recounted that the nation’s 
ling cam.q™med forces, using dummy guns, 
, but Opampks and ammunition in training, 
he projecimovided “the finest trained Army, 
More thaympvy, Marine Corps and Air Corps 
ve in themat ever stepped into battle.” 
dvertisinggmmen he said that if sales execu- 


res could not get approval of 
pnagement to start training sales 
rcees, “using dummy products 
d dummy customers, you will 
t be ready when this industrial 
bchine of ours has to be con- 
rted to peacetime.” 

Mr. Jones said the first job of 
les managers is to convince 
periors that they should con- 
ue to sit on executive councils 
their companies. 

This was the first of a series of 
pekly clinics designed to antici- 
te needs of sales managers who 
pect to rebuild their sales forces. 
errell M. DuBois, advertising 
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4 — pnager of the Rochester Times- 
ation of @eo™ was installed as president 
t without the club and Leonard T. 
1 be aut jomasma, assistant general sales 
lar defla- anager of the Todd Company, as 
out war- ce-president. 
cctinaeperta Group Has 
struction ff hree-Phase Plan 
prospect 
ay, hov.-fOr 1945 Program 
Ee ggeon Chicago, Jan. 17.—A three-phase 
 ex-G gen of advertising and merchan- 
- a bad sing was revealed to dealers re- 
nal Plan-Metly by Serta Associates, Inc., 
through stionwide group of bedding man- 
plan for acturers, concurrent with Chi- 
weasional go’s January furniture market. 
the death In the forthcoming Serta spring 
aiivecais mpaign, cinema star Merle Ob- 
Ameri. Mo" will be featured, endorsing 
that Pose Serta Perfect Sleeper tuftless 
h eucnes nerspring mattress. National 
ee years Mreezine ads, radio, newspaper 
ficit wil ats and display material will be 
inks it is ed in the promotion backed by 
aiite the Mme 30 Serta factory members in 
ations of fe U: S- and Canada. _ 
National A new store-modernization pro- 
i set weem™.is another feature offered by 
hassiness ii Serta group for its dealers, 
Price ~ Be associates having engaged 
rt ani erling McDonald, architect, in- 
1944 “ frior decorator and color author- 
for its ;, aS counselor. . 
nts (go) third. feature of the group’s 
reemen's Man for 1945 is a sales training 
‘ernmen’ Mogram, which will include films, 
texts °' Bstruction courses, reference books 
rt for 1) Hd other material to outline the 
= Mee test techniques in merchandis- 
ad Agency for the bedding group is 
eiss & Geller, Chicago. 
lg iailenkssnemind 
Porat ion, Murex Boosts Harries 
) ~ dle E. M. Harries, associated with 
folding @°® Purex: Corporation, South 
ion sus- Me Cal., in sales capacities since 
d quick- P37, has been appointed Pacific 
onsu:ner Mest sales manager. 
to 
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Abel Joins Dorland 


Adele Abel, formerly senior 
fashion writer for Sears, Roebuck 
& Co. and F. & R. Lazarus & Co., 
Columbus, O., has joined Dorland 
International-Pettingell & Fenton, 
New York, as assistant on the 
Cohama Fabrics account. 


tions staff of Fawcett Publications, 
New York. Stewart Whitman, for- 
merly with Fawcett Distributing 
Corporation, Greenwich,  Conn., 
has joined the sales staff of Life 
Story, a Fawcett publication. 


Sillin Transferred 


To ‘Underwear-Hosiery’ 


Arthur Dooley has resigned from 
the sales department of Liberty 
Hosiery Mills, Liberty, N. C., to 
join the advertising staff of Under- 
wear & Hosiery Review, New 
York. 


33 
Rosenthal to Aiken 


Jared L. Rosenthal, merchandis- 
ing head of the apparel division 
of James McCreery & Co., New 
York department store, is resign- 
ing Feb. 24 to become general 
manager of the Aiken Stores Cor- 
poration, with offices in New York. 


Lee F. Sillin, in charge of sales 
in Baltimore for Bigelow-Sanford 
Carpet Company, has been named 
sales manager of the Philadelphia 


Brightman to Tyson 


Robert Brightman, formerly 
with Eutectic Welding Alloys 


Sylvania Elects Little 


John W. Little, vice-president of 
Sylvania Industrial Corporation, 


Fawcett Appoints 


Adrian James Flanter, formerly 


of Spot Sales, Inc., and J. M. Hick-| branch. R. W. Howison, eastern | Company and G. M. Basford Com-| New York, has been elected a di- 
erson, Inc., New York, and Bar-|division sales manager, moves|pany, New York, has joined the rector, and will supervise sales of 
bara Van Sleet, formerly with| from that branch to New York on| copy division of O. S. Tyson & Co., cellophane, casings for meats and 
NBC, have joined the public rela-| Feb. 1. New York. self-sealing bands. 


GOT YO USE THE 
OREGONIAN / 


YSEE-TO REACH THE WHOLE 
OREGON MARKET WE'VE 


pl 


ol 


"T'S THAT 


INFLUENCE 
AGAIN, EH ? 


THE OREGONIAN is the newspaper whose influence and 
leadership are felt in every community in Oregon and southwestern 


"If you aren’t in The Oregonian, 
you aren’t in the Oregon market’’ 
Washington, for it is a part of the daily lives of its readers. 
Having the greatest circulation, The Oregonian’s influence is 
area-wide, reaching the greatest number of families in the market 
—families who have the wherewithal to buy your product. So 
make a note: if you want more sales in the Oregon market, look 
to The Oregonian. 


ONE NEWSPAPER ALWAYS 
LEADS....IN OREGON IT’S 


PORTLAND, OREGON 


ASK A PAUL BLOCK MAN FOR DETAILS 
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“34 
Appoint Jim Johnson 


Jim Johnson, formerly with 
Schenley Distillers Corporation, 
New York, has been appointed 
director of sales and advertising of 


Lansdowne Distillery, Havre de on Postwar Jobs 


Grace, Md., and a member of the; New York, Jan. 17.—Through a 
board of directors of Lansdowne |<serjes of forum meetings which 
Distributors, New York, Mr. John- | began recently at Town Hall here, 
son will make his temporary |the Committee for Economic De- 
headquarters in the Chanin Build- | velopment is making available to 
ing, New York. business men and other commu- 


Seats nity leaders much of the material 
H : |/uncovered by economists engaged 
Zenith to Chirurg iby the committee to study post- 
Zenith Associates, Newton, Mass.,! war economic problems. For this 
manufacturer and distributor of | research the committee has set 
pumps and fluid motors for hy-|aside a yearly appropriation of 
draulic power systems, has ap-/ $250,000. The fee for the course 
pointed James Thomas Chirurg |is $5. 
Company, Boston, as its advertis-| The sessions, held each Mon- 
ing counsel. |day from 5:45 p. m. to 7:15 p. m. 
‘at Town Hall, will take up 
\the problem of “Jobs: the Key 
f!- to Postwar Prosperity—How Can 
#| We Solve the Major Economic 
|Problems Growing Out of the 
|Transition from War to Peace?” 
|The first meeting was devoted to 
i\“The Grass Roots Approach to 
|High Postwar Employment,” with 
| speakers C. Scott Fletcher, execu- 
tive director of CED, and Clar- 


CED-Town Hall 
| Sponsor Course 


FREE new proofs unusual adv, 
photos ali businesses. SAVE! 
Low priced subscription plan 


EVE*CATCHERS. I0E. 38St,N.Y. 


ence Francis, chairman of the 
board of General Foods Corpora- 
ition. 

The remainder of the course 
| will discuss the economics of a 
free society, the size of postwar 
markets, federal taxes and post- 
war jobs, the removal of wartime 
government controls, finding jobs 
for servicemen and war workers, 
agriculture in a developing 
economy, and Uncle Sam closes 
his wartime shop. 


Blue Names Day 


Harold Day, for two and a half 
years with the promotion and ad- 
vertising division of the Blue Net- 
work, and previously promotion 
manager of Popular Science, has 
replaced Jesse Thompson as pro- 
motion manager of the Blue’s co- 
operative program division. 


Eldean to Detroit 


| Fred Eldean Organization, New 
| York public relations counsel, has 
|}opened Detroit offices in the 

Penobscot building, under the di- 
| rection of Keeton Arnett, midwest 
|/manager. New York offices of the 
| company are now at 670 Fifth Ave. 


Newspaper Advertising at Its Best 


...iINn a 


regard them 


Postwar Market! 


Great 


for their own advertising, and consumers 


with confidence in making 


merchandise selections. 


Even today, under wartime difficulties, 


you can advertise in Booth Michigan 


More and more surveys are proving that 
nothing sells merchandise like newspaper niiietitiainn. 
advertising . . . and Booth Michigan News- 
papers offer you this profitable medium 
at its best! 

The eight Booth Michigan Newspapers 
are friendly daily visitors in over three 
hundred fifty thousand Michigan homes. 


Your dealers know them and prefer them 


Newspapers with a minimum of schedule 


For more information on Booth Markets, ask 


Dan A. Carroll, 110 East 12nd Street, 
New York City 17 


John E. Lutz. 435 N. Michigan Ave., 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS — 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


Advertising Age, January °), jg@mave’ 


Speakers before the Newspaper Ad Execs in Chicago las' 
had an unusually rough time. Harold Thomas, v.p. of Sterlin; 
and War Ad Council chairman, and Paul West, Ass’n of N: 
Advertisers president, both scheduled for the Monday m 
session, were delayed three hours by a late train, and arrived j 
time for lunch. Thomas barely had time to make his talk anc cajg 
a train back. Then Robert Pendergast of Campbell-Mith. un, 
speaker on Tuesday’s program, turned up practically minus }j 
voice, and so did Larry Sizer, sales pro. mgr. for Marshall Field 
Co., also on the Tuesday pro- 
gram. Pendergast got through, 
but Sizer had to turn the job 
over in midstream to Olin 
Stansbury, Field’s ad mgr. But 
their talks were among the 
highlights of the meeting. . . 

Recipients of gold cards sig- 
nifying life membership in the 
Newspaper Ad Execs. Associa- 
tion at the Chicago meeting 
were Fred G. Pearce, Altoona 
Mirror, and Frank E. Wescott, 
Gary Post-Tribune. This high- 
est honor of the association has 
been awarded to only six 
men... 

If Bush Jones of the Fort 
Worth Star-Telegram shows a 
preference for standing these 
days, it’s because he and Jack 
Gafford, nat’l ad. mgr. of the Chicago Sun, did too much cantering 
over the snowy countryside while Bush was in Chicago. . 

Most exciting event of the Newspaper Ad Executives meeting j 
Chicago for L. E. Pal, ad mgr. of the News-Times, Danbury, Conn, 
was the news he received that his wife had given birth to a 6-lb 
boy. Junior hadn’t been expected until early in February... 

Associates of Sterling E. Peacock, v.p. in charge of the Chicago 
office of N. W. Ayer & Son, gave a dinner for him at the Union 
League Club to celebrate his 25th anniversary with the agency. ., 
William A. Hawley Jr., branch mgr. of Foster & Kleiser Co. at Sac-H 
ramento, Cal., heads that city’s Red Cross War Fund drive, whict 
opens March 1... 

The M.D.’s have been having a field day with various member 
of the Farm Journal staff, to wit: Bill Wiemers, v.p. in charge of 
the western division, is recuperating in Los Angeles from a siege of 
pneumonia; Miriam Williams, food editor, was almost suffocated 
when her apartment house caught fire Christmas night, but afte 
several days in an oxygen tent, she’s on the road to recovery; Dick 
Bancroft of the Philly staff of Pathfinder was operated on in Boston 
the day after Christmas, and is hospitalized there; and Hal Johnson, 
also of the Pathfinder staff, has just returned to duty after a bout 


Weel 
Drug 
tional 
ring 


SILVER ANNIVERSARY — Clarence § 

Hutt, advertising manager of Winche; 

ter Repeating Arms Co., division ¢ 

Olin Industries, right, is welcomed intg 

the Winchester 25-Year Service Asso 

ciation by Thomas I. S. Boak, work 
manager. 
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jshin 
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been graduated, these former radio and admen got together for a group 

picture. Left to right, rear row: Capt. David Sutton, WBBM sales, Chicago: 

Ist Lts. C. E. Logan, Cowles Radio; S. King Park, WBBM sales promotion; 

Barney Lavin, general and sales manager, WDAY, Fargo, N. D., and John 

Gordon, Compton Advertising, New York. Front row: George Putnam, 5lue 

Network, New York; G. W. Johnson, KSTP, St. Paul; Dudley W. Faust, W53M 
sales; and Frank J. Malone, Minneapolis agency man. 


) 
sso. 


ked 


with pneumonia! No wonder then that when Beth Cummings, 
editor of Farm Journal, decided to get married recently, she p 
Col. George Pascal, Army surgeon, as her spouse. . . 

Charles S. Downs, art director of Abbott Laboratories, will b« 
of the speakers on “Business and the Arts,” one of five pane) «is 
cussions on postwar prospects in the cultural fields, sponsore’ bY 
the Abraham Lincoln School, Chicago. Called, “Artists Can «al 
the sessions begin Jan. 24. . . Eileen M. Devney, former radio °0! 
tinuity writer for Wade ad agency and Young & Rubicam. 14 
arrived in India to serve as a Red Cross staff assistant. . . 

The local prints are commenting on the whistling ability of pe 
LaRay Martin, sec. to Jack Platt of Kraft Cheese Co., Chi. ag° 
who’s been doing her routine at numerous public functions. ts 
not getting me anywhere,” she is quoted as saying. “At least 0% 
anywhere like Hollywood; but I figure if I keep on practici! 
least I ought to develop a technique for stopping any sailor. . 

At the annual Civic Night of the Advertising and Sales Cl 
Hamilton, Ont., Russell T. Kelley, pres. of the Hamilton a 
bearing his name, was presented with an award for outsta! 
civic service. Mr. Kelley is the first adman to win the awa) 
C. G. Abbey, ad mgr. of the Daily Times, Geneva, N. Y., has °¢& 
appointed a member of the Geneva war price and rationing boa! «.:' 
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lectrical World’ 
ound Film Shown 
» Chitago Admen 


Chicago, Jan. 17.—Four years’ 
lest 1eviewing of advertisements 
jich have appeared in Electrical 
orld has been summarized in a 
de sound film shown today to 
sroup of Chicago industrial ad- 
rtisers and agency men by Wil- 
m K. Beard Jr., publisher, and 
bward Hermann, promotion and 
search manager of the publica- 
yn, The film was completed in 
peermber, and has already been 
town to a number of groups in 
brious parts of the country, in- 
uding several local chapters of 
/. National Industrial Advertisers 
ssociation. 
The conclusions of the publica- 
n, based on the comments of 
Memepical readers who have com- 
Z_onted on the advertisements, are 
mmed up in the four points fea- 
red in the slide film: 
1. Have something to say. 
9. Keep it simple. 
3. Tell it with pictures. 
4, Keep it professional. 
The guest reviews have been 
ade the basis of a series of ad- 
ertisements which have appeared 
Industrial Marketing and are 
ow being supported with field 
ork to study readers’ problems 
the use of various types of 
guipment and products, thus fur- 
ishing additional information on 
hich industrial advertisers can 
ase their copy. The publication 
ges advertisers to supplement its 
ndings with their own field sur- 
eys. 


-Clarence § 
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. division 9 
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service Asso 
Boak, work 


1 Cantering 


meeting iq 
ury, Conn, 
to a 6-lb 
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1e Chicago 
the Union 
agency. . | 
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ash Appoints Lawler 
Kssistant Ad Manager 
N. F. Lawler, account executive 
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Joins Metal Papers 


Robert S. Muller, recently with 
U. S. Gypsum Company and for- 
merly with the Army air forces, 
has joined the American Society 
for Metals, Cleveland, as eastern 
sales representative at New York 
for Metal Progress and Metals 
Review. 


Jo-Glo to Zlowe 


Joseph Gluck, New York, maker 
of Jo-Glo fabrics, has named the 
Zlowe Company, New York, to 
handle its advertising. 


KMBC Ads Salute 
Other Stations 


Kansas City, Mo., Jan. 16.—In 
recognition of broadcasting’s 25th 
anniversary, Station KMBC will 
dedicate its trade publication space 
this year to various other stations 
that have contributed to the 
growth of the radio industry. 
First ad in the new series will be 
a salute to Station WWJ, Detroit, 
one of the earliest broadcasters. 

Last year KMBC, which is oper- 


at 


ated by the Midland Broadcasting | 
|the new series. 


Company and headed by Arthur 
B. Church, founder and president, 
ran more than a dozen color ad- 
vertisements in advertising publi- 
cations ‘Dedicated in Behalf of 
American Broadcasting to the 
Home and the Community” and 
setting the stage for the 25th 
anniversary promotion paying 
tribute to radio’s pioneers. 
Questionnaires have been sent 
by E. P. J. Shurick, publicity di- 
rector, to all U. S. radio stations, 
seeking information about note- 
worthy contributions to the indus- 


try, which will be considered for 


Two Join Durstine 


Demarest Swift Cassidy, for- 
merly with Ruthrauff & Ryan, New 
York, and recently pictorial direc- 
tor for the 1944 Republican presi- 
dential campaign, and Rosemary 
Hall, formerly with the copy di- 
visions of J. Walter Thompson 
Company and Young & Rubicam, 
New York, have joined the crea- 
tive staff of Roy S. Durstine, Inc., 
New York. 


How to reach DISTRIBUTORS today! 


. THIS MAN wants to find distributors, as 
well as jobbers and dealers, for his post- 
war selling. But which way to turn? 


$ member 
charge of 
a siege of 


suffocated™mator Corpora- 
but afte@™mon, as assist- 
on te: BB: 

very: Dick... X. 
eon Wing, director 


in Boston 
il Johnson 
ter a bout 


f McCann-Erickson, Inc., at De- 
roit, since 1939, has joined Nash 
fotors division 

f Nash-Kelvi- 


ff advertising 
ind sales pro- 
otion. He had 


. THIS FELLOW wants dis- 


tributors, too, as who 
doesn’t today? He'll stoop 
to any means to eatch one, 
as you can see. . 


previously been 
ales promotion 
tirector of the 
Yational Ice 
Association and 
ater director 
ff sales training for Bendix Home 
a division, South Bend, 
nd. 
Floyd G. Sease, Chevrolet zone 
manager at Charlotte, N. C., has 
oined Nash Motors as national 
usiness Management manager, 
ucceeding J. J. Heilwick, who has 
become associated with Western 
Motor Corporation, Denver Nash 
pnd Kelvinator distributor. 


N. F. Lawler 


3. BUT THIS brilliant chap has 
solved it all! He’s going to 
tell his story to 450,000 ex- 
ecutives, including 113,085 
important men in the dis- 


arners Using Spots 


Warner Brothers Pictures, New 
ork, will spend about $100,000 
nits first national radio campaign, 
promoting the general release of 
To Have and Have Not.” Twenty- 
ive spot broadcasts will be heard 


int at the ibuti ! 
ning <ince MVC’ 100 key city stations. Blaine- wanes die 
fa group rye Company, New York, 
Lose ie agency. 4. RIGHT! He told his story in NATION’S 
oti 
aa " BUSINESS— i i i 
c : Jl — Starts Drive yg S — one rors magazine which 
toon. Gell Soyman Products Company, St. e Has largest business circulation + Sne aredicay e attlaannaas 
Louis has jaunched an rs cr pli beatin rest of America’s business men! 
year-roun ive for Wonder soap, + eade 
ings, 150 salve = liniment, using small- Has SE * [a 
| xed Z@ ads in 54 magazines and 44 
me P newspapers throughout the coun- © Costs less per reader 
ill be one 'y. Agency is Kelly, Zahrndt & 
ill be OM@Kelly, St. Louis. 
panel dis 


_—__ 
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! WAR WORKERS 
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Facts and figures—detailed and interesting —are available on the 
remarkable way NATION'S BUSINESS can be of help to anyone 


The Journal-Courier goes into war plants 


of prety : sserifyiri 

Ch 20 “ the thousands daily—each copy read who has a distribution and dealer problem. Write to NATION'S 
nt Y many, and passed on from shift to BUSINESS, 1615 H Street. N.W. Washing . 

—. 1 SHR) this each copy working 24 hours daily eat, IN... Waemangron 6, D.C. 

leas to bring you coverage of today's best- 

-ticl! tpeiding customers . . . 100,000 readers 

. daily] 
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Pleasel. 


Here he is. What will you be doing wi 
they bring him in? What about that filth 
his face and body? What about that dri ut 
of water? What about that wound? 


What about you? 


Women: Just one-fortieth of your attenti@, 
please! Yes, that’s all this boy could ask # 
if you were his nurse at the field hosp 
today. She had to take charge of from 4{ / 
60 wounded men—3 to 5 times more than @ pu 
Army’s barest standard —every man so ill? 
would need a special nurse, day and nigh ke 
in civilian life.* She has fifteen patients af ”° 
time asking for water. At one of the import@ou! 
hospitals in this country one nurse has to c# 
for about 190 patients. at 


In the great, bloody battles now raging, 
critically need more nurses—thousands mo , 
at home and abroad. Yet, not long ago whip; 
the Army appealed for 27,000 civilian nurs 
(not engaged in essential nursing) only } 
signed up. 


Where are you, American women? Y@o 
have a sacred date with this boy. If you 
a registered nurse, go to your local Red Cr@ ® 
Chapter and say, “I want to be an Ar 
Nurse.’’ Even if you have never studi 
nursing, you can join the U. S. Cadet Nursi 
Corps or the Nurse’s Aides (inquire at yo 
local Red Cross.) Do it now. 


You can contribute no greater service 
your country at this time. 


sk Read “Those Incredible Doctors,’’ a report from 
American 51st Field Hospital, by Companion W 
Correspondent Helena Huntington Smith, in 
February Companion, 


WOMAN’S HOME 


OMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY 


nvy 
Nil 


This appeal to American women is being pub- J P. THE COMPLETE WOMAN’S MAGA/Z! . 


lished in leading newspapers. It is a continua- 


tion of the Companion’s policy of public service 
whichis the foundation of its editorial program 
of articles and war-time help for women. 
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BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 


| think maybe I qualify as an authority 
n one advertising subject—advertising 
ward contests. At least, I have been 
raggooned into judging more such con- 
sts than I can even remember. News- 
bper advertising, financial advertising, 
tdoor posters, advertising art, direct 
bail, sales promotion, house organs, out- 
vat filth anding achievements by advertising 
omen, business paper advertising, pub- 
that dri utility advertising—these are some of 
? he subjects on which I have been used 
an expert (?) judge. 
These contests have a very definite 
ace and value in advertising. They give 
a lot of people an ego fillip and nice 
ertificates to show the boss and to hang 


se 


oing wh 


 Attenti@, the office wall. More importantly, 
uld ask #ey help to set up standards with which 
dh bp compare one’s own work. They often 
: OSPHive recognition to good work which 


herwise would be unnoticed. I think 
ost of them should be continued. 

But many of them need sharp revision 
) their methods of judging. Sometimes 
hen I have judged one, I finished with 


from 4( 
‘e thant 
an so ill 


and nigi keen feeling of unfairness to a number 

; f people to whom what I did was possi- 
tients ‘ly important. I have even vowed I 
1m poOrt@ould never serve again in such capacity 


ecause although I tried conscientiously 
he conditions compelled hasty, inade- 
uate judging. 
My first criticism against the usual 
dging may not be entirely valid—at 
east, it can be answered plausibly. It 
that too often the judges are chosen 
bot for their expert knowledge of the 
bject but for their names or their will- 
ngness to serve. It can be argued that 
e judges should not be too expert or 
pecialized in the subject because then 
ey will not be representative of the 
beople whom the advertising is supposed 
influence or that the experts might 
llow their specialized knowledge to lead 
em into judging of details rather than 
e general value of the advertising. 
But certainly some of the board of 
udges should be experts in the subject. 
an Arto: how, for instance, can a board com- 
r studigpsed entirely of men who never were 
esponsible for a house organ know the 


t Nursi 
OW Ought toKuow . 
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With the publication of the Nov. 15, 
944, reports, Hooperratings entered their 
lth year of continuous publication, 
merging at the end of a decade, during 
which much experimentation has gone on 
1radio audience meas- 
lrement, as the only 
ontinuous, compara- 
lve audience size rec- 
rd in the industry. 
The man behind this 
Matistical organization 


has to ¢; 


‘aging, 
inds mo 
ago w 
an nur 
) only 


en? | 
If you: 
Red Cro 
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panion 
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C. E. Hooper 


is C. E, Hooper—and 
@ won’t reveal what 
Me initials C. E. stand 
bor. He admits he can’t 
se 4 slide-rule, comp- 
Pmeter, adding ma- 
dine, can’t balance a 
Hecc<book ... and is “one of the world’s 
L Worst bridge players.” But he has the 
uli. y to cut through a maze of statisti- 
4. cetail to the ultimate conclusion with 
Speed and directness which astonishes 
7 ‘ver one but his associates— who have 
7 val ot ed to expect it. 
H: has, moreover, personally worked 
ut ‘he basic plans behind each of the 
m times complex procedures of listen- 
4g 1,easurement C. E. Hooper, Inc., uses. 
Born in May, 1898, in Kingsville, Ohio, 
‘oor is a graduate of Amherst and of 
‘ar\ard Business School, following which 
* was advertising manager of the “Har- 
’td Business Review” with A. W. Shaw 


VIEWS OF MAIL ORDER ADVERTISING 


in this department, basic principles which have proved their value in mail 
der advertising—and which are equally important to the advertiser who 
yes not seek direct inquiries or orders—will be reviewed and discussed from 
ek to week. Pertinent case histories, queries and comments from readers 
re invited. Whenever possible they will be answered here. 


problems of house organs well enough to 
evaluate such publications correctly? 

My biggest criticism is of the lack of 
time. For example, I sat once on a board 
of five who had to judge more than 300 
direct mail campaigns—many of these 
including a series of letters and mailing 
pieces, voluminous booklets, ete. Al- 
though we worked conscientiously for 
eight hours, we could not possibly study 
carefully each campaign—and in mail 
order success, the plan and the adaptation 
of the copy to the individual problem is 
all important. We had 480 minutes to 
judge 300 campaigns! 

Inevitably we had to judge entirely too 
much by appearance, the physical makeup 
of the pieces, even though in some excep- 
tional campaigns attractive appearance 
was not necessary to success. And that 
gave the advantage to the more elaborate 
and costly pieces or those which were 
dolled up most in the presentation to us. 

Sometimes no standards of measure- 
ment or judging are given to the judges 
and they must hastily evolve their own. 
More and more, however, the committees 
in charge are helping the judges by 
analyzing the judging problems and set- 
ting down a scale for marking—such as 
so much percentage for physical appear- 
ance, so much for copy value and so much 
for effectiveness of the job done by the 
advertising entry. 

* How can contest judging be improved? 

The most important way is to break 
down the contest so busy judges will 
have less to judge and therefore more 
time to study entries. Sometimes there 
can be different sets of judges for differ- 
ent classifications; sometimes there might 
well be prejudging by the committee and 
the elimination of entries which obviously 
have no chance. Give the judges just 
as specific instructions as possible on 
points to be judged. Try to keep the 
physical appearance of entries to their 
natural style—do not allow entries to be 
dolled up by elaborate portfolios, art 
work and lettering. Pick judges so far 
as possible for their ability and conscien- 
tiousness and not for their names. In 
some contests the judges should work 
separately and not as a group so that the 
findings will be a composite of all opin- 
ions and not be dominated by the opinion 
of the most aggressive judge. 


oe Cc. E. HOOPER 


Company of Chicago. He held a similar 
position with Scribner’s and the Quality 
Group, later joining Doremus & Co., New 
York financial advertising agency, to de- 
velop commercial accounts. He found 
himself three months later handling more 
than a score of financial accounts for 
that agency. 

About this time —1930— Hoop began 
talking with Daniel Starch, former Har- 
vard professor, who had started his own 
research firm, about the possibility of 
supplying advertisers with important 
facts on media measurement. He left 
Doremus to launch a program of develop- 
ment along these lines for Starch, with 
whom he worked for three years. 

In April, 1934, with L. M. Clark, Hoop 
set up Clark-Hooper, Inc., New York, and 
by fall of that year had introduced the 
coincidental telephone technique, the 
method Hooper has used without inter- 
ruption for 10 years. The hours of the 
broadcast day during which coincidental 
measurements were taken were limited 
then to 7-10 p. m. daily, and the idea that 
the demand for audience ratings would 
grow to the point where this type meas- 
urement had to go on all day, every day, 
was not even contemplated. 

In 1938, Hooper incorporated the pres- 
ent company because his interests had 
turned more and more to radio and the 
tremendous potentialities this compara- 
tively new medium offered to advertisers. 


Why not, he thought, give both the buyer 
and seller of radio time accurate, reliable 
reports of who listens to what program, 
when and on what stations? 

With the inception of the new company 
came a series of significant extensions in 
the scope of audience measurement. 
Hours of evening measurement were ex- 
tended to cover all network programs 
between 6 and 10:30 p. m.; daytime audi- 
ence measurement was added; sectional 
ratings, sets-in-use reports, and a special 
localized regional service for Pacific Coast 
networks came next. 

Then in 1940 came the announcement 
of the availability of individual city audi- 
ence reports. In 1942, the frequency of 
evening reports was increased from one 
to two per month; 1943 saw the publi- 
cation of ratings on non-sponsored net- 
work periods. In 1944, sex and age 
breakdown of the listening audience to 
each sponsored network program was 
added, as were ratings on five-minute 
programs, transcription programs, and a 
detailed breakdown of the sponsor iden- 
tification report—a feature of the Hooper 
service from its inception. 

These extensions in service have 
swelled the size of Hooper reports from 
20 to 80 pages per issue in the past three 
years, and have necessitated the publica- 
tion of the Hooper Pocket Piece, one of 
the most universally used pieces of paper 
in the advertising field. Subscribers have 
grown, too, from 38 in 1938 to the pres- 
ent total of 336. 

The data which is the basis for 
Hooper’s service is produced by the 300 
regular and 1,500 part-time field workers, 
who report to New York headquarters, 
staffed by 200. Hooper also maintains a 
Hollywood office. 


Hooper’s ability for business organiza- 
tion accounts for much of this growth. 
On the subject of business administra- 
tion, his ideas have proved sound, though 
they may seem a bit unorthodox. 

“Good business management is like 
good housekeeping,” he says. “The prob- 
lem is to keep a lot of detail in order. 
So everybody is an executive at Hooper’s, 
each completely responsible for some- 
thing basically important. Our people 
stay with us... 

“Employment agencies send us the pick 
of the crop because they know we are 
always looking for opportunities to pro- 
mote those who have what it takes. . . 
We don’t pattern ourselves after Jack & 
Heintz, but we do want everybody to 
have fun from 9 to 5, 

“No one ever gets blamed for a mis- 
take,” Hooper adds. “When one occurs, 
everybody involved goes into a meeting 
of which the subject is always the same 
—What can we do to make it impossible 
for that ever to happen again?’ The 
culprit feels like a hero before the meet- 
ing is over, because he or she has been 
a party to fortifying the company against 
future error.” 

Of the over-all picture of C. E. Hooper, 
Inc., Hoop says—“We really got rolling 
when we first decided ‘If it isn’t radio 
audience measurement, we don’t do it.’ 
Obviously, with television around the 
corner, that has been broadened to 
‘broadcast audience measurement.’ We 
don’t have to look around for postwar 
projects. They are being launched by 
others. We’re trying merely to have our 
experiments completed, our methods 
ready, and the need for more audience 
facts by both buyer and seller clarified 
as to nature and timing.” 


ADsolution 


To advertising much I owe 
And now my debt is swelling, 
A few ads have combined to show 
Me how to heat my dwelling 
Without a cent of cost to me 
Though coal is high in price 
And cold the winter well may be 
And thick may freeze the ice. 


“Put In Our Coal,” the first ad read, 
“It Gives a Fifth More Heat!” 

Ad number two displayed this head, 
“Your Home Is Incomplete 

Without Storm Windows Which Will 


Shave 


Bills Twenty-five Per Cent.” 
By acting on such ads I’ve saved 
A lot, that’s evident. 


Another twelve per cent is cut 
By putting in a stoker. 
The insulating of my hut 
Cuts nineteen more. The joker 
Is, by heeding such ADvice 
(Unless my adding’s funny) 
And from my bill take one more slice 
My heat will owe me money. 


—Orville E. Reed. 


BusinessChart ot theWeck = ————— 


COMPONENTS OF 
THE NATIONAL INCOME 
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Wartime Changes 7¢4e American Economy 


CONSUMER EXPENDITURES, 
PERSONAL TAXES & SAVINGS 
(IN BILLIONS of DOLLARS) 
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‘Enquirer’ Names Carr 


William F. Carr, with the retail 
advertising staff of the Cincinnati 
Enquirer, has been appointed 
classified advertising manager, 
succeeding William H. Pickett. 
Mr. Pickett has become a partner 
in Parish & Phillips, classified ad- 
vertising counsel service, Miami, 
Fla. 


Joins Nat'l Battery 


H.'G. Barnes, vice-president and 
general manager of Gould Com- 
mercial division of National Bat- 
tery Company, St. Paul, has been 
appointed vice-president in charge 
of sales of the parent organization 
and the Gould division, succeed- 
ing Herbert King, resigned. 


Downes Takes Ford Post 


Rear Adm. John Downes (Ret.) 
has resigned as assistant to the 
chairman of the Chicago chapter, 
American Red Cross, to become 
public relations director for the 
Ford Motor Company in the mid- 
west area. Adm. Downes was com- 
mander of the 9th Naval District 
at Great Lakes, Ill., when he re- 
tired from the Navy a year ago. 


‘Times’ Boosts Schlamp 


John E. Schlamp, with the New 
York Times’ Chicago office, has 
been appointed manager of display 
classified advertising, effective Feb. 
1. He will be succeeded by Wil- 
liam Burke of the New York na- 
tional advertising staff. 


Special Editions, sections, pages are sold solid 


and soundly on on. insured program. Free 
survey of your request! 


PORTSMOUTH, NEW HAMPSHIRE 


demands 


Increased war 
aluminum foil, rather than the de-| his listeners feel that the future 


crease anticipated a month ago, 
have caused Reynolds Metals to 
postpone production of foil for 


civilian uses outlined at the com- | 
pany’s press luncheon in Decem- |} 


ber. 
BS He us 


Henry Ford II, executive vice- 
president of the Ford Motor Com- 
pany, and grandson of Henry Ford, 
its founder, made one of his rare 
appearances as a public speaker at 
the convention of the newspaper 
advertising executives in Chicago 
last week. He is an extremely at- 
tractive and likable young man. 
He made a distinct hit with a 
thoughtful and well presented dis- 
cussion of manufacturers’ prob- 
lems, showing original thinking 
and delivering the talk, which he 
read from manuscript, with a sin- 
cerity and understanding which 
were impressive. Only 27 years 
old, 


for , Yale and Navy service, he made 


of the great enterprise he will 
some day head is in safe hands. 
P.S. He writes his own speeches. 

oo co ae 


Control of the Institute of Pub- 
lic Relations, since the death last 
fall of its founder-president, Ber- 
nard J. Lichtenberg, rests with the 
administrator of his estate, Jules I. 
Bogen, editor of the New York 
Journal of Commerce and profes- 
sor of economics at New York Uni- 
versity. Dr. Bogen now appears 
daily at IPR, of which John W. 
Darr recently was elected presi- 
dent. * * & 


Despite the sugar shortage, the 
Coca-Cola-Pepsi-Cola battle is be- 
ing intensified. Although Coca- 
Cola announced (AA, Dec. 11) that 
it will spend $12,000,000 in adver- 
tising in 1945, its total is expected 
to exceed $14,000,000. Meanwhile, 
cooperative advertising paid by 


and with a background of | Pepsi-Cola and its bottlers is be- 


Young 
Miaster 
Aristotle 


@® His mind is like a sponge, soaking up everything he can find to know 
about this world he lives in. Like a puppy exploring, he dashes into geog- 
raphy and aeronautics and history. He knows more about B-29’s and P-38’s 
than a grown-up. This is the formative stage while his mind and his per- 
sonality are filling out, until gradually he becomes a mature adult. 


@ And even at his age, the daily newspaper is one of the most definite 
forces molding him, along with the school and the church and his family. It 
represents infinitely more too than comics and sports pages and youth fea- 
tures. Already the newspaper is his key to the great outer world, and no one 
drinks in the stories of Bastogne and Leyte and Saipan half as absorbedly 
as he does. And when he stutters over these unpronounceable names of far- 
off places, they become indelibly impressed in his mind to create the ideals 
which will serve as guideposts for a lifetime. 


A Great Social Force: The Press-Scimt- 
tar sponsors a YMCA “Man-For-Boy” 
Club, underwriting “Y” memberships 
and camping trips for boys ... ts 
Oynthia Milk Fund provides milk for 
needy children ...%t is the official Boy 
Scout paper, carrying a weekly page of 
Scout news ... 250,000 Mid-South chil- 
dren participate in The Press-Scimitar’s 
annual Spelling Bee ... 1000 boys are 
enrolled in The Press-Scimitar’s Junior 
Aviation Squadrons. 


@ All of which does emphasize that the newspaper is easily the greatest 
influence in our lives. The boy who pastes the stories of his grammar school 
football team in his scrapbook in time becomes the literate, intelligent citizen 
who orients himself each day into the world of wide horizons with his news- 
paper. 


@® The Memphis Press-Scimitar is a great newspaper, we think, because it 
is supremely conscious of the role it can occupy and does occupy with all of 
its readers: with the school-boy, the teen-age girl, the factory worker, and 
the wealthy cotton planter. It is a powerful social force in its city as well 
as the purveyor, the interpreter of local news and world news. 
And although it is the greatest single force in the minds of its 
readers, it is a warm, human force, with universal respect and 
confidence. 


A Scripps-Howard Newspaper 


MEMPHIS PRESS-SCIMITAR 
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ing increased this year by a est 
mated one-third, to a toial ; 
about $2,500,000. Pepsi - oj," 
own national expenditure pr. bap), 
is twice that figure—althou: } 4, 


Lg 


amount is kept a deep, dark er, 
* * * 


A JWT executive points 01: th 
the total national advertisin: vol 
ume of all media in 1914 was oy) 
$91,000,000. In other worg 
Thompson’s $60,000,000 domes 
billings in 1944 (AA, Jan. 8), we, 
two-thirds as large as the natioy 
total of all advertisers 30 yea,m™mrev' 
ago. ; r 

* * * 

Chalk up another advertisiy 
casualty to current reverses on th 
European front. Underwood Ellig 
Fisher plans for an expanded pry 
gram in 1945 have been abandoneqmour ‘ 
for the time being. 


Farm Population B:«: 
Drops 15%: Farm 
Families Off 9% 


Washington, Jan. 16.—The dr 
toward war industries and indy 
tions into the armed forces hay 
resulted in a decrease in the ciyj| 
ian population living on farm 


bonds 
dver 
mphi 
st in 
atul 
mers 
flati 
bond 


from 30,500,000 in April 1940 iphild 
26,000,000 in April 1944, the Cenfi&nd o 
sus Bureau and the Bureau o™@ Dw 


reas 
ffort 
et tc 
dvar 


Agricultural Economics reporte 
yesterday. 

Although total farm populatio 
fell 15%, the number of far 
families fell only 9%, with a tots 
of 6,500,000 in April 1944. 

Chiefly because of the calls tq@fight 
the armed forces, the number 0 
men decreased almost twice aMtress 
much as the number of womemDfi— 
Before the war there were mor 
males than females in the fan 
population, but in April 1944 th 
two sexes were about equal i 
number. In the 20-to-44 age grou 
women actually outnumbered mej 
by 500,000 whereas in 1940 ther 
were half a million more men thay 
women in this group. 

The loss in the number of youg@#fOy 
adults living on farms has bee 
especially severe, with a 40% dro 
in males 14 to 24 and a 20% drg 
in females. There was also a loi Pe 
of 20% in men 25 to 44. In addifffhro 
tion to young men and wome 
whole families have moved from 
the farm, a fact reflected in th 
report that 1,000,000 fewer chil 
dren under 14 are on the farm 
The report, the first in a series of 
related farm information whic 
will be available from the Censi 
Bureau, also contains data o 
occupational characteristics 0 
farm families. 


Landes Heads PMMA 


W. Stuart Landes, vice-president 
in charge of the plastics divisiong6 | 
Celanese Corporation of America ers 
New York, has been elected presig@?: 
dent of the Plastic Materials Mang§éle 
ufacturers’ Association, succeeding — 
James L. Rodgers Jr. of the plasgg’Mo 
kon division, Libby-Owens-Forgj ec! 
Glass Company, Toledo, who conggash 
tinues as a director. J. R, Hooverggmea 
general sales manager of plasticggs. 
materials, chemical division, B. FDU" 
Goodrich Company, Akron, hagas 
been named vice-president, agg M« 
Dr. D. S. Frederick of Roim @us 
Haas Company, Philadelphia, h@ il 
been elected a director. ay 


Wessel to Mathes wy 

Stanley Wessel & Co., New Yorgi; 
has named J. M. Mathes, Inc. NeW, 
York, to handle advertising. On@@,., 
nator of the V-mail letter ‘orm... 
the company plans to use gener 
magazines and trade public thou... 
to support the government’: cu 
rent V-mail campaign. 


TYPOGRAP iI 


Ours is a plant rendering exceptionally ¢* 
ice fora limited number of advertising »g¢™ 
and advertisers who appreciate a e's? 
service and particular attention b. prit 
pals to the peculiar needs of each . ‘wall 


fellie 
juice 
sm 
abel 
"aust 
ine 

limit 
imp¢ 
ann 


a few more accounts pure: 


2 We are interested in servini 4 
“On the Basis of Merit. 


Ap SERVICE © 


228 EAST 45th ST., NEW YOR 


Phone MUrray Hill 2-3669 — ¢ 514 
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‘psi - s P 
© pr oaufiinterim’ Bond 
lark <ecred . 
“iDrive Appeals 
ats out th 
visi vgold by Treasury 
r Wea New York, Jan. 16.—With a re- 
) domecimort on bond sales during the 6th 
n. 8). wer far Loan drive, for which more 
he nationmmponey was. raised than in any 
s 30 yearmrevious drive, the Treasury De- 
artment has released a copy pol- 
y for advertisers for the interim 
advertisin eriod between the 6th and 7th 
rses on thar loans. The next drive will 
wood Ellig art the latter part of May or 
anded pry arly June, to last approximately 
abandonamour weeks. 
Dual objective of the “interim” 
ry bond advertising is to urge 
= eople to buy and to hold war 
ition onds. More than eighty-five mil- 


ion people now hold more than 
ight hundred million individual 
bonds, a point to be considered by 
dvertisers. The Treasury urges 
mphasis on ... the world’s saf- 


F'arm 
E 9% 


—The driggpst investment . . . $4 for $3 at 
and indycgmaturity — . a backlog against 
‘orces hayammergencies ...a bulwark against 
n the ciyij—mflation . the advantages of 


bond ownership to make possible 
hildren’s education, new homes 
nd other long-term objectives. 

During the interim period, the 
reasury will concentrate its sales 
fforts on the payroll savings mar- 


on farm 
ril 1940 ¢ 
1, the Cen 
Bureau 9 
S reporte 


populatiogmet to reeducate the worker on the 
r of fargmdvantages of bond ownership. 
vith a totamfhe department will use generally 
44, he slogan “Keep Faith With Your 


he calls @ighters and Yourself—Buy Bonds 


number ogfor Keeps.” For farm copy, it will 
twice agMtress “Never Give a Dollar a Day 
of women™ffi—Buy and Hold War Bonds.” 
were mor@™ A full report on advertising’s 
| the farmffole in putting over the successful 
il 1944 th@th War Loan drive will be re- 


[| equal iggeased by the Treasury in the next 
| age grouf™mew weeks. 

ibered me 

1940 ther 


Cook Book’ Ads 
or Flagstaff 
aintain Sales 


e men thay 


ar of youn 
; has beet 
2 40% dro 
1 20% dro 


] 


also a log Perth Amboy, N. J., Jan. 16.— 

In addi@ffhrough advertising of its second- 
id womelry items—peanut butter, apple 
oved from™utter, flour, mayonnaise, jams, 
ted in th@Mellies, coffee and canned fruit 
ewer Cchigjuices—Greenspan Bros. Company 
the farmMs maintaining sales of its private 
a series abel line of Flagstaff foods. Be- 
ion whitirause of the war, the distributor’s 
the CensiMine of 150 to 200 items is too 


data of 


é limited to allow advertising of its 
ristics 0 


important peacetime sellers — 
anned vegetables and fruits. 

Each week the company, through 
Veiss & Geller, New York, is run- 


IMA 


2-presidenf#ing in seven columns of space in 
*s divisiog™l6 newspapers throughout New 
f Americamersey and Pennsylvania ads 
cted presiggpacked with recipes showing avail- 


rials Man@™eble Flagstaff products in a variety 
succeedinggef uses. Copy centers around 
f the plagg’Mom Flagstaff,’ who talks in 
wens-For@@riendly, “woman - to - woman” 
who con@#ashion about home problems, 
R. Hoove™meal preparation, budget stretch- 


of plastic@ing, etc. Timeliness is emphasized. 
sion, B. During meat shortages, “Mom 
kron, ha@™flagstaff” is featured as saying, 
ident. an@™ Meat shortage? Don’t you fret. 


Just whip up a delicious Flagstaff 
Jelly Omelette.” 

Proofs of each ad are distributed 
to the sales force several weeks 
prior to its appearance so that 
sales efforts can be coordinated 
vith advertising. Grocers report 
that, as a result of the ads, staple 


f Rohm: 
alphia, ha 


: 
J 


New Yo! 
, Inc., Net 


a soil articles have been cleared from 
sgh ee their shelves, and hundreds of 
ublic tong Omen have dropped in at Flag- 
mat a staff offices requesting the items. 
onally nes 

rising »9e% ET YOUR CONTRACTOR- 
ite a per f af 
tion by prit VILDER CUSTOMER’— | 
each . tual ‘ : } 

servin 2 Buiiding Morket. Conta 1s inform 

pure: r" pars a 

Merit. 
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RACTICAL BUILDER 


Four A’s Issues Volume 
on Newspaper Statistics 


The Four A’s has released vol- 
ume 13-B of “Market and News- 
paper Statistics,” dealing with the 
76 cities in the United States and 
Canada with more than 100,000 
population, in which newspapers 
were audited by the Audit Bureau 
of Circulations March 31-June 30, 
1944. 

Included in the book are latest 
figures on population, number of 
occupied dwelling units, audited 
newspaper circulation, linage, re- 


tail and general rates and the dif- 
ferential between them, and an 
analysis of those sections of ABC 
audit reports dealing with circula- 
tion inducements. 


Herbert Briggs Named 

Herbert Briggs Jr., assistant ad- 
vertising manager of the Phila- 
delphia Company group of public 
utilities of Pittsburgh, has been 
named advertising manager. The 
group includes the Duquesne Light 
Company, Equitable Gas Company 
and the Pittsburgh Railways Sys- 
tem. 


VFW Launches Series 
to Help Veterans 


Veterans of Foreign Wars of the 
United States, through its public 
relations counsel, Bayard & Eccle- 
ston, Los Angeles, will launch on 
Jan. 28 a national radio and pub- 
licity campaign toward easing the 
rehabilitation of the returned 
serviceman. 

Radio transcriptions to be re- 
leased over a period of a year in 
all cities where there is a VFW 
post, will be based on the theme 
“Your Silent Partner,” and will 


39 


stress friendliness and neighborli- 
ness toward the veteran. Cost of 
these programs will be absorbed 
by local sponsors in each com- 
munity. 


Heads Washer Group 


L. C. Upton, president of the 
1900 Corporation, St. Joseph, 
Mich., was elected president of the 
American Washer & Ironer Manu- 
facturers’ Association at its an- 
nual meeting in Chicago. The One 
Minute Mfg. Company, Kellogg, 
Ia., was elected a member of the 


group. 


Be Seeing You 


Soon, Honey! 


This faith and determination fills the hearts of all of us as we start 


another year...It's the strength born of the ability and will of every 
American to ‘stay in there and pitch’’ with tenacity, resourcefulness 


and intelligence that makes 1945 a year of promise — and of cer- 


tainty...Tough though the problems may appear for the years ahead, 


Some 2001 CALUMET AVENU 


Master Craftsmen of Photo-engraving 
Adolph F. Buechele, President 


E . 


Phone CAL 4137 - 


we are planning for them now...And we will take care of them. 


INOGERS ENGRAVING COMPANY 


CHICAGO, ILLINOIS 
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Huge Potentials Seen in 
Postwar Home Building Field 


If postwar legislation by Con- 
gress does not make housing a 
public utility program, promo- 
tional expenditures in the home 
building field will reach vast to- 
tals, according to Frank W. Cort- 
right, executive vice-president of 
the National Association of Home 
Builders, which held its annual 
convention last week in Chicago. 

Mr. Cortright envisages “a vast 
potential in promotional expendi- 
tures — including advertising 
through all media — realized by 


radio and other outlets if the home 
builders get a free hand after the 
war.” He pointed out that Con- 
gress and government bureaus will 
have the final say, at least until 
V-E Day. As matters now stand, 
Mr. Cortright believes the outlook 
is generally favorable. 

“The danger which we see, and 
in which the advertising field is 
equally interested with us, les in 
the stifling of competition for 
sales,” Mr. Cortright explained. “A 
stampede in Congress for the con- 
ception of housing as a_ public 
utility will dry up the fountains of 


agencies, publications, direct mail, 


ingenuity and will wilt the spirit 
of the industry.” 


Other points brought out by Mr. 
Cortright include the assertion 
that the biggest advancement in 
the home building field lies in un- 
seen factors. “It begins with basic 
planning, proceeds to the utilities 
and then into the shell of the 
home,” he said. 

“As a result of the unseen but 
highly important factors which 
have developed, the association 
has encouraged planning in the 
field of public education, both 
through advertising and publicity 
releases to be offered by the 
manufacturers, builders, financial 
interests and the more orthodox 
government agencies such as the 
FHA,” he declared. 

The building industry is ready 
to meet the demand for at least 
1,000,000 new farm homes in 
America in the postwar period, 
Robert P. Gerholz, Flint, Mich., 
president of the association, as- 
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sured the group. 

Pointing out that many of the 
6,000,000 American farm homes 
are obsolete and in need of mod- 
ernization, Mr. Gerholz said, 
“Rural America has been pros- 
perous—1944 cash earnings were 
$19,800,000,000 — substantial sav- 
ings in bonds and cash. There has 
been a 14% reduction in farm 
mortgages in the last four years. 
Farmers are in an extremely liquid 
financial position. They owe less 
than value of livestock. It is an 
83 billion dollar industry with only 
a 9 billion dollar debt. 

“With this very low farm debt 
it is possible for the farmers of 
the nation to have the new homes 
they have needed so long and 
modernize those which lend them- 
selves to repairs and added con- 
veniences.” 

Mr. Gerholz described the expo- 
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every Monday Morning Pid 


want swift, compact and authoritative delivery of all the aero- 
nautical news — with its background and meaning. 


must and do keep pace with the important advancements in 
this swiftly-moving industry. 


welcome the opportunity to pay $5 a year (against the usual 
$3) for AVIATION News’ rapid, accurate appraisal of aviation 
developments. 


was placed by Great Atlantic & Pacific 
Tea Co. in the annual industrial edj. 
tion of the New York Journal of Com. 
merce. Copy explains that low-cos 
distribution, tending to keep retail 
prices down, is a key to increased con. 
sumption and greater employment, 
Paris & Peart, New York, is the agency, 


a nationwide contest being held by 
the industry to emphasize the spe. 
cial home needs of people in vari. 
ous occupations, and declared the 
industry’s postwar building pro. 
gram “can take up the slack and 
provide jobs for millions of re. 
turned service men and workers 
who will be laid off when war 
orders in defense plants are no 
longer needed.” 


The postwar shopper is less 
likely to buy mustard contained in 
glass lighthouses, or cordials in toy 
violins of glass, a survey of ll 
western states by Good Packaging 
reveals. In an article on the sub- 
ject, it discloses that 78.2% of the 
volume of foods, wines, spirits and 
coffees will be packaged in what 
is known in the trade as “stand- 
ards.” These are the _ simplified, 
uniform jars and bottles presently 
required under terms of the WPB 
glass conservation order. 

Of the respondents, representing 
20% of the annual West Coast pro- 
duction of foods and liquids in 
glass, 90.3% reported they in- 
tended to use “standards” in all 
or part of their production, declar- 
ing their preference for “stand- 
ards” is based on experiences 
which have proved that standard 
packaging results in better dis- 
plays, lower cost of containers, 
lower cost of packing operations, 
more sources of supply, lower i- 
ventories of containers, easier 
handling and display for the te 
tailer, easier inspection, less weight, 
lower cost of shipping cartons 
less breakage. 

* x a 


Advertising of $724,000,000 of 
postwar road- building project 
within 90 days of a sudden Ger- 
man capitulation was indicated 


can and do act upon your advertising message because they are 
aviation’s top management men, key military and government 
officials and leaders of the many businesses with a vital stake in 


in a survey recently completed 

by “Construction Methods,” Me 

Graw-Hill publication. 
“Projects to the value of $283; 
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ic. M. W., Sr. Vice-Pres., 
, Aircraft & Engine Mfr.: 


He budget of boiled down os « 
information necessary and 
pimportant for aviation.” 


AVIATION NEWS > 


J. P. W., Captain, USN: 


. a valuable source of 
gtimely information in the 
gaeronautical field.”’ 


the industry. 


COVER ALL THE BASES WITH... 
AIR TRANSPORT + AVIATION 
McGraw-Hill Publishing Co., Inc. * 330 W. 42nd St., New York 18, N. Y. 


T. W., Vice-Pres., Airline: 


One of the best put-to- 
gether magazines on avia- 
gtion I have ever seen.” 


ee | 


000,000 are reported ready for ad 
vertising within 30 days, $189,000, 
000 within 30 to 60 days and $252, 
000,000 within 60 to 90 days,” ® 
article describing the survey 
out. $ 

Volumes reported represent est 
mates by state highway officials 
answer to the question: What est 
mated value of projects would y% 
be able to advertise for bids within 
30 days, 30 to 60 days, 60 # % 
days, if the war with Germém 
should end now and you should be 
authorized to put as many project 
as possible under contract 
winter? 

x * * 


Criticism of postwar planning” 
the light of recent military "© 
versals on the Western Front * 
not in the best public interes 
Leo Cherne, executive secretly 
Research Institute, Inc., told me 
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pers of the Sales Managers Club 
of the New Haven, Conn., Cham- 
per of Commerce ‘last week. He 
said such planning is more essen- 
tial than ever, and added, “the 
jonger the war lasts the greater 
will be the transformations in the 
postwar world.” 

Mr. Cherne acknowledged that 
g 100% realization of industrial 
reconversion and postwar planning 
igs not currently possible and that 
the military now has the dominant 
aon in national policy. He 
stressed the fact that distribution 
and not manufacture will be one 
of the country’ s greatest problems, 
asserting, ‘Manufacturers alone 
will not be able to solve the prob- 
lems of unemployment.” 

* * 


To stimulate interest in export 
markets and to increase the use by 
midwest manufacturers of the 
numerous foreign trade services 
available in Chicago, the Chicago 
Association of Commerce is dis- 
tributing 17,000 copies of a bro- 
chure, “World Markets—A Chal- 
lenge and an Opportunity for the 
Middle West,” to manufacturers 
throughout the 10 midwest states. 

The brochure points out Chi- 
cago’s export services and invites 
manufacturers to utilize the as- 
sociation’s foreign department. 


120 Newspapers Carry 
Maine Potato Promotion 


January issues of the Packer 
and Produce News are being used 
by the Maine Development Com- 
mission to acquaint retail and 
wholesale distributors with its 
current promotion, appearing in 
120 newspapers in 65 metropolitan 
cities in 19 states east of the 
Mississippi. A series of five 249- 
line insertions has been prepared 
to impress the housewife with the 
fact that white potatoes belong in 
any picture of good food, and that 
without them ‘‘something is miss- 
ing.” 

Brooke, Smith, French & Dor- 


rance, New York, is the agency. 


Transit Accounts Placed 
Philbin, Wrangell & Coine, New 


York, operator of bus and street 


car advertising, has been named 
national selling representative for 
sale of street car ads in the follow- 
ing cities: Auburn and Elmira, 
N. Y.; Charlestown and Montgom- 
ery, w. Va.; Oakland, Frederick, 
Hagerstown and Cumberland, 
Md.; Little Rock and Pine Bluff, 
Ark., and Chicago Heights, Ill. 
The Schenck Transportation Buses 
and Manhattan & Queens Bus Cor- 
poration lines of New York City, 
also have appointed the agency. 


Scofield Appointed 


L. A. Scofield, former general 
distribution manager for Consoli- 
dated Edison Company, Brooklyn 
Edison Company and the New 
York and Queens Electric Light & 
Power Company, has been ap- 
pointed general sales manager of 
the three companies. During 1943, 
Mr. Scofield acted as consultant to 
Lt. Gen. Brehon Somervell in the 
reorganization of the industrial 
personnel division of the Army 
Service Forces. 


Two Join Haire 


J. Kirk Baldwin, formerly chief 
of airport management, Civil 
Aeronautics Administration, has 
joined Haire Publishing Company, 
New York, as general manager of 
Airport Directory and associate 
editor of Airports. Leslie Corner, 
previously managing editor of De- 
partment Store Economist, has 
been appointed managing editor of 
Fashion Accessories. 


Dillon Named V.P. 


Luis G. Dillon, for nine years 
account executive in the Buenos 
Aires office of McCann-Erickson 
until his transfer to the agency’s 
foreign department in New York 
last July, has been named vice- 
president of McCann - Erickson 
Corporation, its Latin American 
affiliate. 
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One DAY this young man will be faced 
with the greatest challenge in history—a 
call to leadership in the infinitely complex 
world of tomorrow. 

And he’ll be all the readier, the better 
equipped, to meet it because his parents 
are giving careful thought to his future 
now, consciously guiding him toward a 
happy and successful manhood. 

Responsible parents like his, more than 
three-quarter million families, look to 
PARENTS’ MAGAZINE for help in this im- 
portant and serious task—the highest they 
ever have to face. Through its pages they 
keep in touch with the latest and best 
advice concerning health, education, 


PARENTS BUY MORE 


Families with children naturally are bigger 
families, and therefore must buy more food, 
more drugs, more clothes, more household 
supplies, than do single men and women, 
or childless families. PARENTS’ MAGAZINE’S 
circulation is made up one hundred percent 
of these families-with-children— America’s 
biggest market. 


character development, training for citizen- 
ship, and many other problems. 


An Outstanding Service to the Nation 


In its 18 years, PARENTS’ MAGAZINE has 
aided some five million families in the rear- 
ing of their more than ten million children. 
These are children who, growing up strong 
in body, with sound ideals and outstand- 
ing personalities, will be leaders in govern- 
ment, business, science, the professions and 
the arts of tomorrow. 

The knowledge that this is so is the driv- 
ing power behind PARENTS’ MAGAZINE’s 
monthly service as friend and counsellor 


to parents. 


LOOK FOR THIS SEAL 

. . awarded to reliable 
products by the Parents’ 
Magazine Consumer Ser- 
vice Bureau. 


PARENTS sacazine 


COUNSELLOR TO THE PARENTS OF TOMORROW’S LEADERS 
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tates Map Plans to Win 
ew Postwar Industries 


Legislatures Asked nel plggagge have started simi- 


The survey reveals that if the 
for Funds to Run war had ended by now, most of 


1945-46 Campaigns the states would have been caught 
without such plans; that if it — 
through 1945, all but a few wil 
BY ROBERT MURRAY JR. probably have worked out exten- 
Chicago, Jan. 18.—The United | sive programs, not only for public 
States themselves — individually works projects and to aid compa- 
and competitively—bulk large in| nies and individuals in the recon- 
the postwar planning of the nation | yersion period, but to promote 
and their efforts, probably the/|jndustrial expansion in the geo- 
least egy: promise to =. graphic environs of each state. 
rem rid in the reconversion perio Sante Are Seuss 
In a survey completed this week,| It is still too early to forecast 
ADVERTISING AGE through contact) with much accuracy what the pic- 
with governors of many states,/ture will be in this regard at the 
state planning departments, manu- | end of the year. Most state legis- 
facturing groups, and others, dis- | Jatures will meet this year and will 
covers that about a third of the| receive greatly varying proposals 
states now are well along in plans| concerning appropriations for ad- 
to promote industrial expansion— | vertising, publicity and other pro- 
and postwar jobs—and that almost (Continued on Page 43) 


PROFITS, PROPHESY AND PRESIDENTS 


A unique ability of top executives is to see and plan further 
ahead. 


Presidents do not shun charts, graphs, tables, economic formu- 
lae, and theories—they put them to work. They plan the 
future by appraising the present in the light of the past! 


Dun’s Review rarely prognosticates; it does provide the facts, 
figures, and discussions that yield the profits of informed fore- 
sight. It is an “Economical Journal” for practical business 
men. It presents significant developments and facts affecting 
business. Especially it treats those which have to do with the 
over-all impact upon business of forces outside the immediate 
control of business—the results of legislation, wars, cycles, eco- 
nomic and sociological conditions, and pressures. 


Although scientific in approach, the magazine is geared to 
the executive who must wring not only prophesy but profits 
from its pages. Recent issues have explored and explained 
the intricacies of material, price, and manpower control; war 
contract settlement and renegotiation; production; distribu- 
tion; general management; operating ratios; postwar plan- 
ning; reconversion principles and policies. 


Such a content does not always make for “easy” reading. But 
its depth, significance, and importance assure careful and com- 
plete examination. The effectiveness of that readership is re- 
vealed by the unusual results secured by advertisers from the 
20,666 presidents (by actual count) and 35,485 other execu- 
tives reached by the magazine. 55.9°/ are in manufacturing; 
24°% in wholesaling; 11.9% in retailing, transportation, com- 
munication, and utilities; and 8.2% in financial, banking, and 
insurance establishments. 


If you, too, wish profits instead of prophesy try Dun’s Re- 
view for your advertising. Evidence of unusual returns en- 
joyed by advertisers, upon request. 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York 8, N. Y. 


CHICAGO CLEVELAND BOSTON LOS ANGELES SAN FRANCISCO 


Advertising Age, January 22, 1945 


Industrial Promotion Plans of the States 


State Postwar Planning Agency 

Alabama State Planning Board, Montgom- 
ery 

Arizona State Highway Department, 
Phoenix 

Arkansas State Planning Board, Little Rock 

California State Reconstruction and Reem- 
ployment Commission, Sacra- 
mento 

Coloraduy State Planning Commission, Den- 
ver 

Connecticut State Development Commission, 


Hartford 


Delaware State Chamber of Commerce, Wil 
mington. 
Florida State Planning Board, Tallahassee 
Georgia Agricultural & Industria] Devel- 
opment Board, Athens. 

Idaho State Planning Board, Boise 
Iilinois Postwar Planning Commission, 
Springfield. 

Indiana Indiana Economie Council, In- 
dianapolis. 
Iowa Postwar Rehabilitation Commis- 
sion, Des Moines. 
Kansas Industrial Development Commis 
sion, Topeka. 
| 
Kentucky Conservation Department, Frank- 
fort. 
Louisiana Department of Publie Works, 
Baton Rouge. 
Maine Development Commission, Augusta 
i 
Maryland State Planning Commission, An- 
napolis. 
Massachusetts Development & Industrial Com- 


mission, Boston. 


Michigan Michigan Planning Commission, 
Lansing. 
Minnesota Minnesota Postwar Council, Ward 


Lucas, Winona, chairman. 


Mississippi Agricultural & Industrial Board, 
Jackson. 

Missouri State Department of Resources & 
Development, Jefferson City 


Montana Montanans, Inc., Helena. 

Nebraska Nebraska Development Com mis- 
sion, Lincoln. 

Nevada State Planning Board, Carson City. 

New Hampshire State Planning & Development 
Commission, Concord, 

New Jersey Department of Economic Devel- 
opment, Trenton 

New Mexico State Planning Board, Santa Fe 

New York Department of Commerce, Albany, 

North Carolina State Planning Loard, Chapel Hill. 

North Dakota Postwar Planning Board, Bis 
marck 

Ohio Postwar Program Commission, 


Columbus. 


Oklahoma Flanning & Resources Commission, 
Oklahoma City 
Oregon Committee on Postwar Readjust- 


ment & Development, Salem. 


Pennsylvania Department of Commerce, Harris- 
burg. 

Rhode Island Industrial Commission, Provi- 
dence, 

South Carolina Preparedness for Peace Commis- 
sion, Columbia 

South Dakota Greater South Dakota Association, 
Huron. 

Tennessee State Planning Commission, Nash- 
ville. 

Texas Postwar Planning Commission, 
Austin. 

Utah Department of Publicity & Indus- 
trial Development, Salt Lake 
City. 

Vermont Executive Department, Montpelier. 

Virginia Conservation Commission, Rich- 
mond. 

Washington State Planning Council, Olympia. 

West Virginia State Planning Board, Charleston, 

Wisconsin State Planning Board, Madison. 

Wyoming Postwar Planning Commission, 


Cheyenne. 


Industrial Promotion Plans 
Advertising not planned. Board publishes reports on InGustriay 
opportunities. State Chamber of Commerce services businesg jp. 
quiries. 
No advertising appropriation. Department assists counties, citieg jp 
postwar plans. 
Legislature to act on extensive promotion plans to be submitteg by 
jen T. Laney, ne governor. 
Advertising and 14 other committees working on plans for postway 
development. No appropriation probable for 1945. 


Research under way on resources, etc., to be used by State Publicity 
Dept. in large postwar promotion. 

Effective Feb. 1, Albert Woodley Co., New York, to handle adver. 
tising. Commission has’ used Time, some other magazines, to pub- 
licize its aviation industry. 

State has no fund for promotional work. 


State Chamber of Commerce, Daytona Beach, handles business jn- 
quiries, does some promotion. 

Board's industry panel directing extensive postwar research by 
areas, and doing some direct mail promotion to industries 
Legislature may set up State Board of Publicity. 

Extensive research now on industrial expansion. Distributes booklet 
on its work. 

Council's manufacturing, resources and other committees studying 
postwar needs, Council will advertise, although not soon. 
Commission will soon recommend creation of a special state depart. 
ment to publicize business opportunities. 

Commission is mailing several booklets promoting industria] expan. 
sion It is considering possible $200,000 expenditure on ad Vertising 
campaign. 

Division of Publicity has not indicated any plans to advertise. 


Various departments studying industrial resources, etc. Department 
of Commerce will handle promotion, continuing with advertising, 
direct mailings. 

Ads in national magazines promoting ‘Industrial Maine” placed by 
Brooke, Smith, French & Dorrance, New York, 

No advertising appropriation. Accent on planning now on Veterans’ 
aid, but various groups studying postwar industrial expansion poggj- 
bilities 

States strategic location relative to Europe pointed up in new gix- 
month campaign in Fortune, New York Times and U, 8S. News, 
tjooklet on industry mailed. James Thomas Chirurg Co., Boston, is 
the agency. 

Engaged in extensive planning, as is Detroit's Planning Commission. 


Preparing material on industry expansion, public works as basis for 
extensive promgtion to be undertaken by Minnesota Resources Com- 
mission, St. Paul. 

Research proceeding on postwar problems. Has mailed pooklets to 
industries. Large promotion campaign in prospect for 1946. 

Has set up industry research groups in counties. Preparing list of 
manufacturers. Later will send out booklets, etc.; may get adver- 
tising fund. 

Preparing information for industries. Promotion plans for future 
not determined 

Material on resources, etc., mailed in booklets and folders to indus- 
tries. Commission plans to advertise later. 

Legislature to act on request for promotion fund for State Board of 
Publicity. 

No appropriation for industrial promotion 


New Jersey Council, department unit currently spending about 
$12,500 yearly on industrial advertising. Budget may double, 
Board's committee for industrial development has prepared list of 
needed public works. Postwar advertising may include industrial 
promotion 

Present research emphasis on greater diversification of industry 
Using ads now stressing various state industrial opportunities, Book- 
lets mailed. 

Current ads in U. S. News stress opportunities for new types of in- 
dustry. Extensive research. 

Board is urging legislature to consider adopting tax measures de- 
signed to attract industries. No promotion appropriation at present 
First report suggests public works leading to improvements advat- 
tageous to various industries. Publicity Commission seeks funds from 
legislature for advertising. 


Committees studying community industrial facilities. Seeks $25,000 
from legislature for industry and agriculture advertising, publicity 
Contemplates extensive public works program. State Highway Com- 
mission advertises through Botsford, Constantine & Gardner, Port- 
land. 


Will continue extensive magazine advertising program to attract I 
dustry, through Ketchum, MacLeod & Grove, Pittsburgh. Is expand: 
ing mailings of brochures and folders. 


No tax concessions, advertising planned. 


Tax revision may be suggested, Extensive research on industrial 
potentialities. 

Survey of resources shown in new film prepared in cooperation with 
State Publicity Department for showing before business groups 
throughout nation. Brochure prepared. 

Surveying possibilities for greater industrial diversification, Pub- 
lishes bi-monthly ‘Tennessee Planner,” runs promotion ads ™ 
numerous national magazines, trade papers. 

Considering proposals by chambers of commerce to work toward 
large appropriation to attract tourists and industries, through ad- 
vertisements and establishment of publicity organization. 

No appropriation. Has published exhaustive ‘‘After Victory” report, 
enumerating needs, potentialities caused by many wartime indus 
trial changes. 

Distributes list of manufacturers, Will re-establish Industrial Ages! 
Department postwar. 

No industrial advertising or direct promotion for industrial expa® 
sion, 


Extensive plans to hold and expand industries. National magazit 
ads point to state’s ‘‘cornerstone position,” prepared for Progres* 
Commission by McCann-Erickson, Inc., $125,000 1943-45 budget 
Legislature to act on proposal to give funds to Publicity Comm’ 
sion for industrial, other promotion. 4 
No appropriation for industrial promotion. Various business an? 
other groups working on postwar plans in cooperation with CED. 
. : ‘ 8 
Actively engaged in expansion plans, in cooperation with ee 
and other groups. Has prepared brochure on business potential 


Note: This table deals with industrial promotion only. It takes no account of travel and tourist plan 


—— 


Compendium on Food This will deal with subjects such| Morning Star and Rockford Regis 


Broadway, New York 4, has issued | imports 


‘ as adulteration, harmful sub-|ter-Republic. He also obtains 
Regulation Issued stances, contamination, economic | trol of WROK at Rockford. 

Revere Publishing Company, 32 | frauds, administrative practice, Mr. Simms has appoint i 
and exports, coal-tar|Barney Thompson, editor an 


ed T 


Volume I of “Food Regulation and/| colors, inspection, enforcement, | vice-president of the newspaper 


Compliance,” a comprehensive | etc. 
manual dealing with every phase | 

of labeling, packaging, advertising, | 
distribution and purchasing of | 


Rockford Newspapers 


Ken- 


neth Todd, formerly business el 
ager, becomes general manage 


as editor and publisher. E. 


food products under the law. The| Left to Albert Simms Horn Appoints Peck i 
volume contains 646 6x9 pages,| Rockford, Ill, newspaper and| A. C. Horn Company, 7 
and sells for $10. It discusses, in| radio interests of the late Mrs.|Island, N. Y., manufacturer 
complete detail, such subjects as| Ruth Hanna McCormick Simms| paints, varnishes and techie 


current legislation, labeling, label| have been inherited by her hus-|compounds, has appointe 
representations, packaged foods,| band, Albert G. Simms, former | Advertising Agency, New 


York 


grade standards, special dietary|New Mexico congressman. Mr.|for its product, Waterfoil, 4 Lt 
foods, label display, etc. Simms becomes president of Rock- | tective coating for exterior ies 
A companion volume is pro-|ford Consolidated Newspapers,| Fortune and a list of trade P 


jected for late 1945 publication.|Inc., publisher of the Rockford ' cations will be used. 
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States Map Plans 
to Attract New 
Postwar Industry 


(Continued from Page 42) 
motion. At present, however, it 
gems likely that about three- 
urths of the states will be ready 
st the beginning of 1946 to adver- 
tise in Magazines or spend sub- 
¢antial sums in other media to 
gay up the advantages in re- 
gurces which the states offer to 
industries. If so, that will consti- 
tute a great change over the pre- 
war situation. 

In the spring of 1941, when 
ADVERTISING AGE reported on state 
jurist, industrial, agricultural, re- 
grt and other advertising, 30 
tates had funds for their own 
promotion—of which 26 advertised 
in newspapers, 26 in magazines, 
% by direct mail, 22 by distrib- 
yting booklets, etc., and 10 by 
radio. Not all of such advertising, 
however, was for industrial pro- 
motion; most was to attract the 
tourist trade. 

Those appropriations were cut 
down or eliminated in most states 
after Pearl Harbor. State govern- 
ments placed emphasis on defense 
jlanning. During the war each 
state has its own problems to deal 
with in producing war goods. The 
present situation, accordingly, re- 
fects the outcome of planning by 
state departments and by other 
organizations in the states and 
national government, and widely 
varying conditions exist in the 
states now. 


Major Problems Faced 


In Rhode Island and Wisconsin, 
for example, industry and agricul- 
ture have produced war material 
largely from their prewar facili- 
ties; reconversion presents few 
difficulties, it is said. On the other 
hand, in such states as California, 
Utah, Washington and Connecti- 
cut, reconversion presents a major 
problem. In others, such as Ne- 
braska and Oklahoma, there is the 
problem of making use of surplus 
plants constructed in the past two 
or three years. 

The states now furthest along 
with their promotional plans for 
industry are, as might be expected, 
those like Connecticut, Kansas, 
New York, Pennsylvania and 
Tennessee, which have for years 
led the field in this type of pro- 
motion. Other states, including 
South Dakota, Utah and Washing- 
ton, have completed surveys which 
they believe will help them cash 
non industrial changes once the 
war ends in Europe. 

Present state advertising in na- 
tonal magazines includes the Con- 
necticut program, which calls at- 
tention to the state’s expanded 
aviation production industry; that 
of Maine pointing to various 
attributes; Massachusetts’ drive 
siressing the advantage of rela- 
Wwe proximity to Europe; North 
Carolina’s campaign calling for 
new types of manufacturing plants 
and urging diversification of in- 
dustry, and a New York series 
‘trying the reasons why present 
industrialists are satisfied with the 
portunities it offers. 


Reestablishing Departments 


The list of states which have 
made a modest beginning toward 
establishing publicity and ad- 
‘ertising departments is a long 
i taking in states in all regions. 
‘m€@ same may be said of other 
ales which report that their 
‘*ecutives hope for great things 
° this regard from the lawmakers, 
“ale chapters of the Committee 
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for Economic Development, or 
others. 

In Texas, for example, a Post- 
war Planning Commission has just 
been organized and is considering 
with some favor a request made 
jointly by the South Texas Cham- 
ber of Commerce and the West 
Texas Chamber of Commerce that 
the state provide for a “state-wide 
civic advertising campaign” aimed 
at the tourist, industrial and other 
markets, and for an organization 
on a statewide basis to publicize 
Texas. 

In New Jersey, the Atlantic City 


Chamber of Commerce has asked 
Gov. Walter E. Edge for an in- 
crease in the state’s advertising 
budget from $50,000 to $100,000— 
of which one-fourth would be 
used for industrial promotion. 
A number of states, including 
Alabama, Arizona, Delaware, 
Maryland, North Dakota and Vir- 
ginia, have indicated their plans 
do not contemplate advertising. 
Planning groups in North Dakota 
and South Carolina are consider- 
ing the possibility of tax conces- 
sions to attract industry; Rhode 
Island, on the other hand, does not 


want industries that seek conces- 
sions. 

Although the present report 
does not consider the prospects for 
state promotion to attract the post- 
war tourist trade, an exception 
might be made in the case of Cali- 
fornia because of the importance 
of tourist trade there. Before the 
war that trade provided employ- 
ment for several hundred thousand 
workers; at present few are still 
so engaged. After the war it must 
be regained and expanded if em- 
ployment is to be provided for 
those who left the tourist industry 
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and for a substantial part of the 
approximately 1,300,000 new work- 
ers who have immigrated to work 
in California’s war plants. 

For a little more than a year 
the State Reconstruction and Re- 
employment Commission has been 
working to prepare a guide for 
reconversion. It sees the necessity 
for creating new industries, re- 
storing old ones, building 1,000,000 
new homes, and launching nu- 
merous public works projects. It 
has established various committees 
to work on these plans, including 
one on advertising. 


does a Job on the Automotive Front 


One of the most tremendous necessi- 
ties of War—as well as Peace—is trans- 
portation. Paper is vital to transmitting 
the printed, typed, or written words, 
that keep production lines operating 
efficiently in the great automotive plants. 

The War has proved paper to be one 


of the most critical materials. Paper 


mills must continue to do things that 
they never before even imagined they 
could do. But out of this pressure of 
war are coming knowledge and experi- 
ence. When Peace comes, these will be 
employed by International to make you 
even better papers than ever. 


SAVE ALL PAPER...BUY BONDS 


Intenational 


PAPER COMPANY 


220 E. 42nd ST., NEW YORK 17, N.Y. 


PAPERS FOR 


PRINTING AND CONVERTING 
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‘learned that in Houston the morn- 
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ans i Dri scheduled 12 newscasters on 16 
Pl Macaroni ve eastern stations, through Duane 


D. F. Mueller Company, Jersey| Jones Company, New York. Six 
City, macaroni products, has! more stations may be added. 


~ Recommend THE POST as 


We 


indispensable for Texas Gulf Coast,’ 
says W. R. Woodruff Company, 


Food Brokers 


meet, * Your 


We Organization 
have reco 
to all of cup ae mended, and w 
ow advert i 
cover *veGers, as = ? Fecommend vo 
erage of the Texas Gulf c¢ A ‘ a Pensable agency for 4 wr Services 
a erritory Com lete 


411 continue 


LOM/ey By: 


ADVERTISERS FIND MORNING 


PAPER IS FAMILY-READ IN | .orgest Market in the 
HOUSTON MARKET South by Century of 


; Steady Growth 
Firms like W. R. Woodruff Com- 


pany, well-known Houston Food The Houston Market is far 
Brokers, have seen The Houston more than an oil center or 
Post “do the job” on food accounts a “war baby.” Ever since 
time after time. They have seen 1850 every U.S. census has 
the error in the tradition that it shown a growth of at least 
takes an evening paper to be fam- 31.5%, and as high as 
ily-read. 111.4%. Today the Hous- 
ton Market comprises over 
The morning Post is edited for the a million consumers buying 
entire family. 25 popular comics over a quarter-billion dol- 
run regularly. The only farm col- lars annually. And the de- 
umn in Houston appears in The mand for capital goods is 
Post. Both Associated and United comparable, to develop the 
Press news coverage as well as New fabulous wealth of natural 
York Times and Chicago Tribune resources in the Houston 
services are used. The housewife’s Area. Only New York ex- 
many interests are covered, and the ceeds Houston in water- 
sports page is one of the strongest borne freight. 
in the South. Readers of every age 
find their interests in The Post. mieanen Se-c-qiarae of the 


future! Get started now! 
The Houston Post’s lead in food 
mart linage reached 22.7% this 
year, so well have local food men 


ing paper is the family-read paper. 


Take advantage of this advertising 
power! 


Represented by BURKE, KUIPERS & MAHONEY, Inc. 


THE HOUSTON POST 


First in the Texas Morning Field in City and Suburban Circulation 
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1944-1943 ADVERTISING LINAGE IN NATIONAL MAGAZINES 


7———_19 44 — 
Pages Lines 
GENERAL 


Ace Fiction Group 102.1 22,996 
American Magazine 753.0 317,150 
American Forests. 165.4 69,465 
American Home... 587.7 371,427 
tAmerican Legion. 282.0 120,198 
Asia & the Americas 25.5 10,929 


Better Homes & 


tg are 636.3 402,130 
*Christian Herald.. shew. ' ahvetetele 
Gee “Wika ew ek owe 2 258.2 175,543 
Cosmopolitan .... 821.8 352,541 
Dell Detective Grp. 241.4 103,544 
Dun’s Review .... 350.4 150,315 
a ao aha se 167.4 71,667 
Esquire (Natl.) .. 1,055.0 708,992 
py Aree 154.7 106,438 
POereeee crarieness 2,212.1 1,397,997 
Grade Teacher, The 184.7 81,391 
House Beautiful.. 850.5 537,541 
House & Garden.. 725.7 458,010 
Improvement Era. 211.7 91,718 
eg a!) 181.1 123,901 
Macfadden Men's 

nee 190.1 81,565 
Mechanix Illustr’t’d 632.4 141,666 
tMotor Boating... 997.0 559,073 
Natl. Geographic.. 397.4 94,295 
tNation’s Business 703.3 295,748 
Nature Magazine.. 40.8 17,171 
bPopular Mechanics 1,195.3 267,736 
Popular Publica- 

ES ee eee 138.8 31,082 
Popular Science... 1,307.5 292,880 
Promenade ....... 617.3 264,834 
DUE bv 0 oe 60:0 562.0 241,086 
oS Peres 113.4 48,650 
Scientific American 149.7 64,213 
Street & Smith Fic- 

tion Group ..... 64.0 11,904 
0 Perr rere 358.3 150,514 
Thrilling Group .. 193.0 43,246 


Town & Country.. 1,011.8 679,947 
Woodmen of the 

WOES G56s+0%3% 51.9 22,207 
oa re 1,003.8 590,234 


Total Group ....19,645.5 9,571,947 
WOMEN 
SME gp btvicnace 1,012.0 434,148 
GIGMROEP .oseveser 965.0 414,125 
Good Housekeeping 1,164.7 499,659 
tHarper’s Bazaar... 1,740.0 1,099,682 


Ny eee 174.9 136,274 
mousenold .....0s 232.5 158,082 
Ladies’ Home 

FORTHE 24 0c 80se 1,102.9 749,958 
Mademoiselle ..... 1,744.5 748,390 
MoCaire .svsven rr 826.0 561,659 
Modern Romances 

tt) rer 614.7 263,703 


Modern Screen(MM) 669.0 287,000 
Motion Picture (F) 719.9 308,834 


Movieland ....... 346.8 148,776 
Movie TAT ..ccese 18.8 8,095 
Movie Show ...... 303.7 206,525 
Movie Stars Parade 19.1 8,238 


Movie Story (F).. 696.1 298,625 
Parents’ (N. Y. 


eee eee 18.7 8,024 

Metro Ed.)..... 1,003.7 430,579 
Parents’ (Nat'l)... 937.6 430,579 
Personal Romances 14.3 6,076 
Photoplay (Mac).. 645.6 276,969 
Radio Mirror (Mac) 480.6 206,189 
*Real Romance.... 225.1 96,583 
Real Story ..36.0e. 225.1 96,583 


See) ye r 1944 cr 1943——__. 
Pages ‘Lines Pages Lines Pages Lines 
Screen Guide ..... 319.2 217,033 210.3 143,019 
108.2 24,373 Screenland Unit... 443.3 190,169 286.4 122,877 
665.8 285,609 Screen Romances. . 623.5 267,468 452.1 193,939 
117.9 49,504 RS 2. a oss 4 2. 226.3 97,214 164.5 70,403 
421.4 266,347 *Seventeen ....... 206.4 140,354 os a 
248.0 106,456 True Confessions ¥ 
17.3 7,410 | ) a a eee 694.4 297,904 486.4 208,663 
| True Experiences 
561.7 354,963 | | (Mac) ......... 521.6 223,775 422.3 181,179 
220.0 94,384 True Love & Ro- 
102.2 69,468 mance (Mac) 517.9 222,170 413.0 177,177 
716.0 307,171 | True Romances 
161.2 69,172 ere ae 542.0 232,535 433.6 186,024 
178.8 76,666 True Story 824.3 353,617 568.3 243,812 
122.5 52,573 ee ee eee 2,240.0 1,415,468 1,661.0 1,049 598 
858.0 576,518 | Woman’s Day 478.4 205,220 349.2 149,821 
121.7 83,706 Woman’s Home 
1,868.2 1,180,696 Companion ..... 740.9 503,834 691.5 470,248 
128.3 56,599 | ~<a 
462.0 292,015 | Total Group ....23,622.9 11,916,596 17,766.3 9,113,689 
422.4 266,959 STANDARD 
177.4 81,084 American Mercury 100.6 18,316 94.4 17,174 
122.7 83,921 Atlantic Monthly... 573.0 240,450 521.0 218,796 
Harper’s Magazine 539.3 128,350 410.5 97,689 
122.0 52,297 annasgglanieial 
438.0 98,119 Total Group .... 1,212.9 387,116 1,025.9 333,659 
841.0 363,312 OUTDOOR : 
363.8 86,071 | American Rifleman 368.3 155,017 327.5 141,223 
708.3 299,484 +Field & Stream.. 597.6 251,010 397.0 170,321 
40.4 16,990 | Fur-Fish-Game 201.9 86,643 167.9 72,163 
876.9 196,434 | +Hunting & Fishing 214.4 90,279 136.5 58,532 
+Outdoor Life 578.5 242,976 363.2 155,822 
140.1 31,383 | Outdoors ......... 163.0 68,455 111.9 48,021 
860.1 192,664 | Sports Afield ..... 460.5 197,616 296.7 127,285 
370.5 158,926 ais tnieaniiie: ntatatie ange 
425.8 182,655 Total Group .... 2,584.2 1,091,996 1,800.7 773,367 
53.4 22,891 JUVENILE 
126.9 54,454 Peay : . 
’ American Girl .... 106.9 45,144 67.5 28,975 
s.r 217.0 147,524 136.5 92,813 
i oasaae Calling All Girls.. 203.5 17,517 63.3 24124 
219.0 s 49,078 CONE SURED cae dices 57.2 24,027 44.8 19,238 
735.6 494.327 True Comics ..... 70.0 26,681 34.3 13,077 
34.2 14,580 pelo Group .... 654.6 320,893 346.4 178,227 
757.3 478,614 WEEXLINS 
taAmerican Weekly 791.0 790,987 468.2 891,528 
14,622.2 7,390,207 Business Week 3,958.0 1,697,982 3,570.2 1,531,627 
Christian Advocate 153.1 64,302 176.6 74,144 
nOn 9 . 8) are 2,133.0 1,450,420 2,057.0 1,398,734 
aa. eeraae We ev tbawaea cree 1,078.2 465,955 737.2 316,501 
1,096.3 470,322 dFamily Circle 605.0 259,498 520.0 223,171 
1,478.6 993,620 ei er eee 520.7 223,380 393.6 168,853 
134.8 101,917 i, Se re aa 449.6 277,022 217.7 176,426 
194.5 132,248 5 ee eee eer 1,352.1 580,043 647.4 277,718 
CO Per ree eee 2,987.1 2,031,245 2,968.5 2,018,583 
1,013.7 689,287 NES es ad a ofa> a fe 922.2 627,126 947.0 643,981 
1,477.0 633.633 Newsweek ....... 3,156.8 1,325,859 3,003.2 1,261,331 
7116.9 487,482 taNew York Times 
Magazine ...... 1,150.0 1,043,189 778.0 778,036 
aNew Yorker 2,473.7 1,061,217 2,331.3 1,000,106 
7s sea the BPOROGS ccc st icv 284.7 203,838 159.5 113,866 
498.2 213,73 aSaturday Evening 
101.4 43,512 a: deka es eae a 2,932.9 1,994,371 2,822.2 1,919,116 
10.1 4,378 tScholastic ....... 226.1 96,092 168.5 72,286 
168.0 114,196 aThis Week Maga- 
10.2 4,406 Pry een 580.6 482,920 599.4 509,531 
495.1 212.386 | eee re re re 3,434.0 1,442,157 3,313.0 1,397,355 
United States News 2,201.2 924,515 2,139.6 $98,644 
en Pha Ne: ness 
Pap Pe Total Group ...31,390.0 17,043,118 28,018.1 15,671,537 
635.7 272,740 *Not included in totals. 
8.4 3,604 ‘Page size changed since last year. 
490.3 210,330 aFifty-three issues 1944; 52 issues 1943. 
395.9 169,851 bEleven issues 1944; 12 issues 1943. 
86.2 36,999 cTwenty-two issues 1944; 24 issues 1943. 
91.4 39,194 dForty-nine issues 1944; 52 issues 1943. 


1944-1943 CANADIAN MAGAZINE LINAGE 


a -1944-—_—_,, o———19 43- - 

Pages Lines Pages Lines 

Canadian Home Journal...... wen oon 345,712 445.7 303,069 
Canadian Homes & Gardens........... 307.0 206,281 171.5 115,257 
Ree eee Te » Fa sove CER 331,884 407.2 276,865 
SE, tng 6.006.440 @ aa ‘ ate sae ae 220,834 387.0 166,127 
TT: bo5h4 Ss bk woe vena |e 476,846 615.6 418,621 
BeOEREE § scdsves keene the aW Okeke eS 342.5 364,587 563.3 378.552 
National Home Monthly............... 381.0 258,844 302.0 205,666 
Pt Pn Eweweviscenreiesssed ewes 321.6 218,689 232.8 158,275 
Ds CY <chaneaeakaed ede ews esneeaecs 289.8 197,035 183.3 124,632 
i. & ..,) MEU ET TERS OPES Serer 2,620,712 3,308.4 2,147,064 


——, 


Nickel Shifts Theme 


International Nickel Company, 
New York, is changing the copy 
theme of 1945 advertising from in- 
stitutional to educational promo- 
tion of the different properties of 
nickel, the first dealing with elec- 
trons. Ads will appear in more 
than 100 newspapers and a list of 
magazines. Marschalk & Pratt is 


the agency. 


George Milton Named 

George A. Milton, president of 
the George A. Milton Can Com- 
pany, Brooklyn, has been elected 
president of the Can Manufactur- 
ers Institute, which is spending $1,- 
500,000 on an advertising campaign 
this year. Mr. Milton has been 
a charter member of the Institute’s 
board of governors since its for- 
mation in 1939. 


Breon Advances Three 
C. B. Drolsbaugh, general sales 
manager of George A. Breon & Co, 


manufacturing chemist, 


City, Mo., has been promoted 


vice-president in charge 


He will be succeeded by Fred 4: 
Morrison, formerly district man- 
F. W. Peake, vice-president 
and treasurer, also becomes sé! 


ager. 


eral manager. 
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Nat'l Magazines 
Mark Up 20.7% Ad 
Gain for 1944 


New York, Jan. 17.—Although 
space again was rationed and new- 
comers had to wait their turn, na- 
tional magazines managed to ex- 
tend their volume of advertising 
in 1944 issues, with total linage 
for the year standing 20.7% above 
the previous year’s high levels. 
Reports compiled by ApveErR- 
qisinc AGE revealed this week that 
the publications carried a total of 
40,325,479 lines during 1944, com- 
pared with 33,398,382 in 1943. Out- 
door and juvenile magazines 
showed the greatest gains, per- 
centagewise. 

The general magazines, carrying 
a total of 9,571,947 lines of adver- 
tising, finished the year up 30.4% 
—approximately the same advance 
they scored in 43. Women’s maga- 
zines were up 30.8% for the year, 
with a total of 11,916,596 lines. 
This group showed a 28.9% gain’ 
in ’43. 

Weekly magazines, which 
marked up a 26.7% gain in 1943, 
reached a new ’44 peak at 17,043,- 
118 lines, an 8.9% gain over the 
previous mark. 


Standard Group Up 16% 


The standard _ publications, 
carrying 387,116 lines, were up 
16% over 1943. This group, was 
a standout in the field two years 
ago, posting a 70.8% advance. 
Outdoor magazines ran a total 
of 1,091,996 lines of advertising in 
last year’s issues, a 41.2% gain. Re- 
covering from losses in the early 
war years, publications in this 
classification had gained 21% in 
1943, 

The juvenile _ publications, 
jumped from 178,227 lines in 1943 
to 320,893 lines last year, an even 
80% gain, making this excellent 
— in spite of a 37% advance 
in "43. 

Canadian magazines carried a 
total of 2,620,712 lines of adver- 
tising in 1944 issues, compared 
with 2,147,064 lines the previous 
year, a gain of 22.1%. 


Super-Stik to Anfenger:; 
Brandon Joins Agency 


Superior Insulating Tape Com- 
pany, St. Louis, has appointed An- 
fenger Advertising Agency of St. 
Louis to direct 
advertising of 
Super - Stik, 
friction tape for 
industry, using 
trade publica- 
tions. C.H. 
Trapp is the ac- 
count executive. 

C. A. Bran- 
don, formerly 
director of co- 
operative deal- 


fr advertising C. A. Brandon 
for Ralston Pu- 
mma Company, St. Louis, has 


joined Anfenger’s creative staff. 


Warmer Forms Agency 


Harold Warner, formerly with 
Lloyd Mansfield Company, Buffalo 
‘gency, has formed his own 
“ency, Harold Warner Company, 
with offices in the M & T building, 
Buffalo. Other officers are Ruth 
0ckin, production manager, and 
Meent Tartaro, art director. 


Spencer Shoe Appoints 


" Spencer Shoe Corporation, Bos- 
rr has named Norman D. Waters 
“ Associates, New York, to handle 
7 tsing for the 55 Spencer and 
plex stores, effective Feb. 1. 
uaa ners and radio will - be 


eo 
, 
On sus 
OUR 
maTos PRODUCTS | 


seach. 20x30 mounted 
wast, ¢ $2.50. Mail orders coast 
like arantes every photo to 
ny Welte's original. We photograph every- 
OR Semying ‘ee samples, price list A. 48 


HO BR-9-2490 
1% y WARD PHOTO SERVICE 
* 40th Street, New York 19, N. Y. 
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Zlowe Appointed 


L. Isaacson & Sons, maker of 
Donmoor - Donbrook knit and 
sportswear, and A. Kuehnert & 
Co., knitwear, New York, have 
named the Zlowe Company, New 
York, to handle advertising. 


Overall Rejoins MBS 


Lt. John R. Overall, USNR, now 
on inactive duty, and formerly 
with the sales staff of Mutual 
Broadcasting System, has rejoined 
the net as an account executive. 


Hunt Retains Counsel 
Hunt Brothers Packing Com- 
pany, Hayward, Cal., which re- 
cently placed its advertising ac- 
count with the Biow Company, 
San Francisco, will retain its for- 
mer agency, Garfield & Guild, San 
Francisco, as consultant on public 
relations and trade publicity. 


Hammermill to Export 


Hammermill Paper Company, 
Erie, Pa., has appointed Export 
Advertising Agency, New York, to 
handle its export advertising. 


Waghorne to Conroy 


Max E. Waghorne, advertising 
manager of the Standard - Times, 
San Angelo, Tex., has resigned to 
join the staff of Thomas F. Con- 
roy, Inc., San Antonio agency. 


Rockbestos Promotes 

Edward M. Heery, assistant ad- 
vertising manager of ‘Rockbestos 
Products Corporation, New Haven, 
Conn., has been advanced to ad- 
vertising manager. He succeeds 
Kendall A. Redfield, now president 
of Associated Seed Growers. 


To Show Ad Art 


The Art Directors Club of New 
York will hold its 24th annual 
exhibition of advertising art April 
10-28 at Rockefeller Center. Clos- 
ing date for exhibition entries is 
Jan. 31. 


Cowles Elects 

Merle S. Jones, general manager 
of WOL, Washington, and James 
S. Milloy, vice-president of Cowles 
Magazines, Inc., have been elected 
vice-presidents of Cowles Broad- 


casting Company, Des Moines, Ia. 


Designed to last longer, cost less to live in, require less housework .. . 
more beautiful .. . 


You Should Know the Facts About 
Housing Costs 


The National Housing Agency of the Government recently 
published a bulletin, widely publicized in the press, which makes 
the flat statements that “housing costs too much" and that "a 
dollar spent for housing has not obtained as much value as a 
dollar spent for automobiles, refrigerators, radios and many 
other items." 


You, who shape public opinion, should know that the effect 
of this propaganda is to delay building and the re-employment 
of millions in the building industry. This hurts not only building 
but every industry, because building is the largest employer 
and without employment in building there will be little employ- 
ment in any other industry. 


If NHA's statements were correct, it might have been a good 
thing to make them public. But the real truth is that housing 
gives more value for the money than anything else that people 
buy. The NHA bulletin compares building unfavorably with 
automobiles, radios and refrigerators. Fine—the building indus- 


try will be glad to match values with those products. 


Take a car—to buy and operate a new car priced at $1,000 
costs the owner at least $30 a month. But for the same $30 a 
month, he can buy and maintain $3,000 worth of new home. 


Refrigerators, we are often reminded, were sold for $500 in 
1920 and only $125 in 1940. Why hasn't building made a sim- 
ilar record, they say? They forget refrigerators were new in 
1920 and the cost reduction since then represents the squeezed 
out excessive costs, always a part of a new product. 


A radio that cost the manufacturer not over $15 is sold to the 
consumer for $50. Legitimate distribution costs, sure. But, the 
finished home has no such mark-up. 


We haven't anything against the automobile, refrigerator and 


radio industries—frankly, we think they have done an outstand- 
ing job, but we won't admit that these products exceed a house 


in dollar value. 


that's what you'll get in the Home of Tomorrow . 


tia 
DITORIALLY” 
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cleaner, more healthful, more comfortable and 
. from your practical builder contractor. 


You Who Shape Public Opinion 


Now let's take some industries as old as building, like clothing, 
furniture, shoes, food,—these products squeezed out their 
excessive costs long ago and their price is higher today. Sure, 
they're efficient—In fact they've done a great job. And so has 
home building. Otherwise increased material and labor costs 
would have pushed the price of all of these products out of 
sight. 


Let's look at the charge that building has not progressed. 
Homes today are infinitely better, more efficient, more com- 
fortable than they were 20 years ago. How many of these were 
in the home of the 20's: ; 


Automatic heating and air conditioning, insulation, 
planned kitchens and laundries, large, cheerful window 
areas, dual purpose baths, outdoor living areas, circulat- 
ing fireplaces, storm sash, weather-stripping, pre-fit 
windows and doors, many entirely new materials . . . 
to mention but a few of the outstanding improvements 
available to a home buyer. 


No—building has not stood stilll Research is going on all the 
time—every large manufacturer of building materials is en- 
gaged in continuous research .. . as are many universities and 
independent organizations. Builders are constantly devising 
new methods to reduce costs on the job. Out of all this effort 
come new materials and new methods without which the cost of 
building would be vastly greater than it is. 


The dream of a revolution in building materials and methods 
is not new. In the past, great companies in the steel, electrical, 
automobile, and other industries thought they saw an oppor- 
tunity to serve the public and make a profit out of building. 
They spent millions trying to develop materials and methods 
that would produce good housing cheaper. Sometimes they got 
improvements—but never revolutions. 


There is no home building revolution in sight—and no gov- 
ernment bulletin or pronouncement will produce one. But to 
plant in the minds of millions of prospective home owners the 
idea that such things are easily possible can only work collossal 
harm to industry and to a nation 
that is looking to building to lead 
the way in post-war recovery. 


It is for this reason that PRAC- 
TICAL BUILDER has accepted 
the leadership in getting the true 
facts about home building before 
the public in newspapers through- 
out the country. 


The nation's stake in building 
is so big that you, who shape 
public opinion, should join the 
fight in making known the truth 
about home building. 
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| with M. Glen Miller Advertising, 
Chicago. Dur-O-Lite currently | oreo Sas 
| manufactures radio instruments. 


JANUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 1944-1943 ADVERTISING LINAGE IN FARM 
Commercial Commercial | 
pmmercial pmmer< PUBLICATIONS 
Excluding Excluding Commerci: Display 
Poultry Poultry Excluding Pp oultry 
r-——Total Advertising— and Livestock -~—Total Advertising——. and Livestock c—— Total Advertising ———, and Liv estoc, 
r 1945——_, ——-1944—— 1945 1944 , 1946——.. -——_1944-—.._ 1945 1944 r——1944-———,  -———1943——_, 1944 1943 
Pages Lines Pages Lines Lines Lines | Pages Lines Pages Lines Lines Lines . ? . Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES | *Western Dairy FARM MAGAZINES 
} ae So. . e 34.0 14,322 ee cert 6,528 ae Country SS ee ae 713.1 484,875 641.1 435,965 464,889 416,116 
Country Gentleman. 48.1 32,705 49.5 33,684 28.727 30,214 | Western Livestock Farm Journal & Farmer's Wife. 707.2 303,403 623.5 267,501 290,065 248,587 7 
Farm Journal & i... ree 65.7 27,622 60.5 25,440 19,717 10,446 | Progressive Farmer: 
Farmer’s Wife... 43.5 18,702 44.8 19,225 17,031 17,117 ous ees * ‘ oni jialiaiiatends Caroline-Va. Edition ......... 412.9 300,649 391.8 285,249 290,870 263,297 
Progressive Farmer | Total Group...... 94.7 50,014 84.9 43,813 42,108 28,819 Ga.-Ala.-Fla. Edition ereeeeces 413.6 301,133 400.4 291,518 280,970 268,736 
assliee-Va. Semi-Monthiy-——December Ky.-Tenn, Edition ............ 404.5 294,412 383.8 279,413 277,918 259, g4 Nev 
Edition ....... 26.8 19,523 27.7 20,181 16.929 17.146 California Grange Miss.-La.-Ark. Edition........ 394.3 287,070 371.5 270,425 269,043 247,93) 
Ga.-Ala.-Fia. ee 32.0 12,838 24.0 13,328 12,838 13,328 Texas Edition tate e eee eee 418.0 304,340 392.7 285,921 282,624 260,763 an up 
Edition ....... 26.8 19,567 27.9 20,302 16.935 17.394 | Dakota Farmer..... 26.1 20,149 23.3 18,003 20,149 18,003 *In all 5 Editions............ 356.6 259,551 328.0 238,809 247,174 225,749 B way 
Ky.-Tenn, Edition 25.2 18,343 26.2 19,072 15,961 16.415 | Farmer, The ....... 39.1 30,622 41.3 32,353 24,933 27,021 *Average & Editions.......... 408.8 297,604 388.2 282,635 278,285 260,113 te 
Miss.-La.-Ark. | Hoard’s Dairyman.. 29.6 23.2 16,939 18,440 13,133 |Seuthern Agriculturist.......... 326.9 228,861 247.8 173,464 217,082 161,499 fg 2005 
Edition ....... 25.6 18,694 27.4 19,974 16,197 17,231 | Idaho Farmer...... 28.7 22.4 16,991 20,030 16,342 | Successful Farming ............ 731.7 329,233 649.5 292,249 310,019 274.614 30.3% 
Texas Edition 26.8 19,507 28.0 20,403 16,718 17,094 Indiana Farmer's = Pig > —— fof 18, 
*In all 5 Editions 22.7 16,491 23.7 17,314 14,662 15,216 | igri SAR 24.2 15.7 12,291 15,023 8,439 Total Group ........:+..+++6- 4,522.2 2,833,976 4,102.1 2,581,705 2,683,480 2,401,974 13,823 
*Aver. 5 Editions 26.2 19,126 27.4 19,987 16,056 16,528 §Kansas Farmer.... 21.6 16,438 18.2 13,797 13,400 12,465 MONTHLIES ’ 
Southern Agricultur- Michigan Farmer... 20.2 15,548 23.8 18,274 14,935 17,454 | Agricultural Leaders’ Digest.... 250.4 49,068 123.0 24,108 49,068 24,108 month 
SE 35 ak hina REY evo 24.7 17,300 21.2 14,868 15,625 13,405 | $Missouri Farmer... 16.0 12,536 16.7 13,062 12,144 12,811 | American Fruit Grower......... 199.5 85,671 150.5 68,659 83,687 67,219 Bf qqsING 
Successful Farming. 42.0 18,826 38.0 17,321 16,150 14,877 Missouri Ruralist... 18.7 14,214 13.3 10,070 12,737 9,457 | American Poultry Journal: Fart 
iilinndh' eiacitieaes Seton wes » Mniieaii Montana Farmer.... 23.6 17,770 24.5 18,604 13,528 14,586 Eastern Edition ............. 485.4 208,243 388.0 166,233 118,261 91,396 ¢ 
Total Group...... 289.5 183, 167 290.7 185,030 160,273 160,893 Nebraska Farmer... 40.2 380,391 38.0 28,753 27,124 25,295 ee a eee ee 391.4 167,935 298.7 128,146 99,183 72,030 2,833, 
New England Western HM@ition ...........:. 324.9 139,290 244.3 104,836 92,829 66,283 up an 
FARM PAPERS Homestead ...... 26.4 18,473 26.3 18,499 14,895 15,251 “In all 8 Mditions............. 298.4 128,046 217.6 93,361 88,507 64,969 Hea 
Ohio Farmer ...... S65 S089. 26.5 S00 BF:4ER BETIG 1 TOGGCE DUUES co ccecec ec icscccccus 148.6 62,419 109.3 45,897 62,419 45,897 
Monthlies Oregon Farmer..... 28.1 21,245 23.4 17,699 20,343 17,050 | Breeder's Gazette .............. 216.9 97,607 169.1 76,072 79,946 66,182 the m 
nestéiitesst Sesa- Oregon Grange California Citrograph ..:....... 205.0 138,040 183.0 122,834 138,040 122,954 BF carries 
ers’ Digest ...... 25.0 4,900 20.5 4,018 4,900 4,018 Bulletin ..... 13.3 14,448 11.8 12,726 14,448 12,726 | Carolina Co-operator ........... 101.6 42,683 71.8 30,171 38,227 30.47 agains 
American Fruit Pennsylvania Farmer 23.2 17,823 26.4 20,247 17,247 19,700 | Cattleman, The ................ 836.3 351,367 687.8 288,907 165,655 124.433 
Grower ....... . 23.5 10,085 17.0 7,311 9,870 7,164 Utah Farmer....... 151 12,019 14.1 10,638 8,485 10,638 | dElectricity on the Farm....... 118.8 42,421 58.3 20,825 42,421 20,825 33.8% 
American Poultry Wallaces’ Farmer & ag Oe eee 331.4 260,647 274.9 207,873 223,482 177,44 Sem 
Journai: Iowa Hemestead.. 37.4 29,340 38.7 30,340 26,004 27,561 | Farmer Stockman ............. 254.0 192,049 231.0 174,457 181,463 162,810 B ried a 
Eastern Edition... 66.6 28,576 60.9 26,156 10,643 10,101 Washington Farmer 29.0 21,924 24.2 18,303 21,022 17,654 Florida Grower .. Terres 80,97 82.6 56,162 75,703 60,403 B 19 
Centra] Edition .. 53.6 23,021 650.1 21,525 9,671 8,238 Wisconsin Agricul- Kentucky Farmers’ ‘Home Journal 168.3 131,920 142.9 112,054 122,941 101,795 ing 
Western Edition.. 42.1 18,075 37.9 16,259 8,511 7,983 SOOO dive vedas . 34.3 26,895 29.3 22/950 26,914 21,227 | Michigan Farm News........... 18.2 36,911 17.8 36,158 36,384 35,528 vious 
*In all 3 Editions 38.2 16,408 33.0 14,190 8,352 17,615 —- ——  —- -—_—-_— | Cooperative Digest ............. 154.8 32,495 45.5 9,555 32,495 9.555 B 1943 a 
Better Fruit....... 11.5 4,823 8.5 3,584 4,823 3,684 Total Group......550.2 4 2,958 504.0 383,268 371,592 348,911 | National Live Stock Producer... 88.0 64,086 60.7 44,209 63,394 43,499 
Breeder's Gazette... 18.9 8,516 15.8 7,127 6,942 5,748 Bi-Weeklies—December New Jersey Farm and Garden... 390.8 175,883 309.0 139,042 157,236 119,066 § Were | 
California Citrograph 14.2 9,548 11.2 7,518 9,548 7,518 Ameriéan Agricul- Ohio Farm Bureau News....... 156.0 70,182 133.4 60,025 67,475 60,02 & total f 
Carolina Co-operator 6 1,937 3.3 1,365 1,486 1,12 nt ALE 22.0 16,009 26.9 19,607 3.921 17,599 Poultry Tribune: q ing a 1 
Cattleman, The.... 72.5 30,081 74.3 31,213 13,712 8,862 tArizona Farmer... 33.3 25,190 22.0 16,664 23,867 15,460 Eastern Edition ae Ae Whe 6 © ee 580.2 248,939 455.7 195,506 155,689 116,106 up 139 
Electricity on the California Cultivator 25.3 19,147 28.2 21,290 16,151 19,029 Central Edition ......... ° . 483.0 207,229 370.5 158,950 140,267 101,432 / 
DE \ siesta thn 5.0 5,355 8.0 2,856 5,355 2,85 Dairyman’s League ; Western Edition ,............ 410.4 176,094 309.5 132,785 128,757 91,316 
Farm and Ranch. 29.7 22,49 23.7 17,935 18,467 13,664 News ... Abpea 5.5 4,025 26 2,616 2,736 1,591 Paciee Tien weccicvcs..2- 496.9 187,014 337.6 144,867 132,810 97,023 
Farmer- -Stockman. | 19.9 16,016 20.8 15,739 14,260 12,917 Prairie Parmer wc, Be 27.565 29.1 28,462 22,218 21,939 PERG” GMORB. bcs ccccus 370.1 158,810 276.1 118,453 122,250 86,976 Can: 
Florida Grower..... 12.9 8,756 7.2 4,916 8,314 4,576 a a ee ae eee a En ey MN eis tty cs e's soa 0 ve 55.5 44,437 45.1 36,134 44,437 36,134 . 
Kentucky Farmers’ Total Group...... 124.0 91,936 119.8 88,639 78,893 75,618 BOCCMOTR WR icc ces cdsvcices 289.4 202,551 260.4 182,304 185,553 163,545 moved 
Home Journal.... 13.8 10,781 16.5 12,894 9,485 11,396 rf with a 
Michigan Farm News 2.0 4.046 1.7 3,556 4,006 3,506 Weeklies—December P Total Group .......... .. +, 7,213.8 8,486,068 5,560.4 2,766,869 2,717,822 2,096,595 B parag 
Cooperative Digest. 16.5 3,465 7.8 1,637 3,465 1,637 tCapper's Weekly... 6.4 14,443 3.6 8,108 13,248 7,23 MONTHLIES p 
National Live Stock ‘Weekly Kansas eee. oe Arkansas Farmer ............. 149.4 112,947 95.9 72,532 112,947 72,947 § 1943. . 
Producer ........ 9.0 6,595 5.9 4,267 6,559 4,200 City Star......... 74 18,330 9.1 22,446 12,462 16,241 | tqaho Granger ......... isssee 98.6 104,872 75.2 84,266 104,872 84,266 BH magazi 
New Jersey Farm as 3: ae td : ee ee ee ~| Nation’s Agriculture ....... ove SOS 47,519 63.2 28,421 47,519 28,421 
and Garden...... 37.0 16,652 24.8 11,164 13,904 9,016 Total Greup...... 13.8 2,773 12.7 30,554 25,710 23,480 Western Livestock Journal.....1,046.1 438,307 881.8 370,527 148,509 120,176 o ye 
Ohio Farm Bureau Dailies—December ee - ine to 
News .. -+- 13.0 56,851 12.0 5,400 5,534 5,117 | Chicago Daily eee 1,394.7 703,645 1,116.1 555,746 413,847 305,810 Reve 
Poultry Tribune: - RRS : Drovers Journal... 22.5 47,856 28.3 60,187 35,656 45,757 SEMI-MONTHLY trend ; 
Eastern Edition.. 72.1 30,936 74.0 31,761 12.453 13.849 | Kansas City Daily California Grange News.. ..... 440.0 179,340 412.0 173,106 179,340 173.108 Bago 
Central Edition... 62.4 26,107 a: prio d a ty eee Drovers Telegram. 21.8 46,452 28.9 61,473 25,998 40,189] pakota Farmer ................ 351.9 271,660 303.2 234,035 271,660 234,085 BY y 
Western Edition... 48.7 20,932 49.4 31,218 12,028 12.30¢ | Omaha Dally Journal- : DONE IR 009 dik Vode se noo 549.3 430,636 452.6 354,838 365,005 293,912 — /0SS€S 
Pacific Edition a ag ga + igo Stockman .....++. 26.8 57,096 30.4 64,770 40,229 48,940 | Hoard’s Dairyman ....... ..... 416.6 303,321 369.5 268,983 264,234 222,710 & 183,167 
“In all ¢ Editions 41.4 27,707 (42.0 16,278 10.081 12.105 | St. Louis Daily Live : bldaho Farmer ............ |) 368.8 278,826 297.0 224,539 265,226 2105908 Jany 
Southern Farmer... i$ +4. ss as $.659 one Stock Reporter... 17.4 37,123 14.0 29,819 28,607 29,819 | ynajiana Farmer's Guide........ 321.2. 251,823 217.4 170,459 185,608 111,879 352, 744 
Southern Planter... 29.0 20.316 27.7 19,422 17,725 16,971 — ——$- = ———— ———— ————= | aangas Farmer ........ '. $33.2 253, 184 249.9 189,950 210,973 150,668 
— —- —— — - —_ Total Group...... 88.5 188,527 101.6 216,249 130,490 164,705 Michigan Farmer .. -.....+. $17.1 243,521 310.3 238,272 233,801 227,642 8 while | 
; ..756.9 352,744 697.4 331,443 239,038 204,457 — : Missouri Farmer .......... -» 65.8 51,582 71.6 56,166 47,272 53,473 & lies, y 
Total Group......4@9 , *Not included in totals. eMissouri Ruralist ...... rere 231,682 236.8 179,939 195,018 148,292 14.2% 
Monthlies—December a . * +Five issues 1944; 4 issues 1943. Montana Farmer .......... . 424.0 320,491 332.0 250,895 236,071 191,869 oS 10» 
Arkansas Farmer... 11.2 8,464 9.6 7,286 = 8,464 = 7,286 tThree issues 1944; 2 issues 1943. Nebraska Farmer ........... _ 530.0 410,336 458.0 346,559 368,146 291,776 & for Dec 
Idaho Granger..... 8.8 9,878 6.6 7 411 9,878 i411 §Two issues 1944; 1 issue 1943. New England Homestead....... 395.3 276,702 333.0 233,107 221,605  195,0% up 7.75 
Nation's Agriculture 9.0 4,049 2 $676 = =64,049 = 3,676 {Four issues 1944; 6 issues 1942. OMe DORM ai cs teecctiecasss 383.1 294,236 352.6 270,760 282,936 258,888 Dece 
eo me 360.1 272,198 289.7 219,002 259,769 207,78 936 i 
JANUARY CANADIAN FARM PAPER LINAGE Oregon Grange Bulletin........ 164.8 178,794 146.9 158,522 178,794 158,522 lit 
Pennsylvania Farmer ..... . 346.9 266,410 332.8 955,618 256,970 247,09 runnin, 
Display, including poultry and livestock Utah POrmer .cccecccess:s 236.8 179,771 175.1 133,956 126,549 133,956 Howey 
2 ~1945- oa ponte SORE ecw Wallaces’ Farmer & Iowa , nin ‘ 
Pages Lines Pages Lines BEOMOBtORE. 2 rccccdecceces . 618.8 485,172 464.9 363,851 419,167 310,706 Bi 
eee eer Fabel 21.0 15,076 17.6 12,780 cWashington Farmer .. ; 375.9 285,183 319.3 241,363 273,907 230,139 dropper 
Family Herald & Weekly Star: Wisconsin Agriculturist... 469.6 368,148 321.8 252,306 346,300 239,230 
aFastern Edition ......... , ; : 36.9 36,935 37.7 37,710 meninges salads | snecicapeiaies. = | hapa — 
aWestern Edition ........ ical ee 44,221 45.2 45,237 Total Group .......... 7,780.8 5,833,016 6,446.4 4,816,226 5,188,301 4,290.6 Jan.-C 
Farm & Ranch Review...... Ekeaa cas “aoe 8,6 30 12.6 9,067 BI-WEEKLIES 
*Farmer'’s Advocate & Home Magazine 31.5 22,182 22.5 15,796 fAmerican Agriculturist.. 312.8 227,746 263.7 191,953 200,451 166,189 Total 
*Free Press Prairie Farmer 28.0 31,535 31.8 35,759 aArizona Farmer ........ .. 405.0 306,185 291.8 220,599 289,160 203,160 
*Western Producer ....... - 18.0 19,298 12.4 13,302 Dairyman’s League News.... .. 69.7 60,753 51.6 37,536 32,327 20,773 War 
. -— ae aes Prairie Farmer .......... ¥ 566.4 412,875 498.1 362,602 331,727 2758 Band Sy 
ee Ae eae ween 177,777 179.8 169,651 Settee ee ——— — $4,144.4 
“ Total Group .......... .1,353.9 997, 059 1,105.2 812,690 853,665 665,561 9429, 
aFour issues 1944; five issues 1943 WEEKLIES 651,577 
*December figures. bCapper's Weekly ............ . 79.1 177,136 68.5 153,539 135,101 11968 8 1944 4 
bFive issues 1944, four issues 1943. Weekly Kansas City Star .... 152.0 374,566 127.4 313,959 374,566 313,959 ANPA 
scciso \sineleesiialitacin tort ecliditi—naass soinancse, Ve ' 
. 94 5 706 fF 87 593 War 
Total Group ........ P .. 281.1 551,702 195.9 467,498 509,667 433,58 kf 
. 
Two Name Gross Street & Smith to MAB DAILIES eS RS —_ 
‘ : 2 P Chicago Daily rovers Journal 354.2 753,83 : " ,862 34,525 7) us 
Stanley S. Gross & Associates,| Street & Smith Publications,| Kansas City Daily Drovers on WL the | 
FARM LEADERS Norfolk, Va., agency, has been} New York, publisher of Mademoi- oe ay ee 378.2 804,786 320.2 681,368 467,485 431.68 ond w 
appointed to direct advertising for selle. Charm. Pic, Air Trails Pic- ggg od op a rhe foc 397.1 844,969 374.8 797,610 552,085 6382, paper , 
“ ‘ . yf 4 ee St. Louis Daily Live Stoc E Si 
Gary Steel Products Corporation, | torial, S&S All-Fiction Group and | “Reporter ...............-..--- 269.2 572,866 221.6 471,514 359,186 301,68 B foe tn 
The farm market is a Permanent | Norfolk and Ashland, Ky., and the | S&S Comics, has joined the Maga- emi one ee 
Market and the 28,188 Farm | Norfolk Advertising Board. zine Advertising Bureau, bringing| T°t*! Group ------+.--se0+s 1,998.7 2,976,466 1,288.4 2,695,964 1.819.281 with $1 
Reiieet one ae amen ia = We taa-aananeel ed total membership to pub- *Not included in totals. with $2 
n eadcers. ; ishers of 48 magazines in the gen- aTwenty-six issues 1944; 25 issues 1945. recruit; 
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farm Publications 
Show 30.3% Gain 
in 44 Ad Volume 


New York, Jan. 17.—Continuing 
an upward trend which got under 
way in 1943, farm publications 
poosted their advertising volume 
30.3% last year, carrying a total 
of 18,005,446 lines compared with 
13,823,398 lines in the previous 12 
months, according to an ADVER- 
msinc AGE compilation this week. 

Farm magazines, with a total of 
2,833,976 lines during 1944, marked 
up an 9.8% advance. 

Heaviest gains were reported by 
the monthly farm papers, which 
carried 4,189,703 lines in 1944, 
against 3,131,669 lines in 1943, a 
33.8% gain. 

Semi-monthly farm papers car- 
ried a total of 5,833,016 lines dur- 
ing 1944, up 21.1% over the pre- 
vious year, following a _ healthy 
1943 advance. Weekly publications 
were up 18%, with a 551,702-line 
total for the year. Dailies, carry- 
ing a total of 2,976,455 lines, were 
up 13%. 


Canadians Also Up 


Canadian farm _ publications 
moved up 22.7% in ad volume, 
with a total of 2,943,437 lines com- 
pared with 2,397,953 lines during 
1948. January issues of these same 
magazines scored a 4.8% gain over 
the previous year, with a 177,777- 
line total. ; 

Reversing a substantial upward 
trend in January issues of a year 
ago, U. S. farm magazines met 
losses this year. They carried 
183,167 lines, down 1.0%. 

January farm papers, with a 
352,744-line total, were up 6.4%, 
while December issues of month- 
lies, with 50,014 lines, gained 
14.2%. Semi-monthly publications 
for December carried 412,953 lines, 
up 7.7% over the previous year. 

December bi-weeklies, with 91,- 
936 lines, gained 3.7%; weeklies, 
running 32,773 lines, were up 7.3%. 
However, December dailies, run- 
ning a total of 188,527 lines, 
dropped off 12.8%. 


Jan.-Oct. War Ads 
Total $40,651,577 


War theme advertising in daily 
and Sunday newspapers totaled 
$4,144.435 in October, and $40,- 
651,577 for the first ten months of 
1944, the Bureau of Advertising, 
ANPA, reports. 

War bonds topped the list of 43 
different themes, including miscel- 
lanéous, with $17,137,850, or 42.2% 
of the total. Red Cross was sec- 
ond with $2,921,803, and waste 
baper salvage third with $2,576,449 
for the ten months. In October, 
the National War Fund was first 
with $1,821,890; war bonds second 
with $418,472, and armed forces 
recruiting, including that paid by 
advertisers or donated by news- 
papers, third with $345,837. 


G-E Appoints Smith 

Howard K. Smith, formerly in 
the federal and marine divisions 
o& the apparatus department of 
General Electric Company, Sche- 
hectady, has been named assistant 
'o Brandt, general sales 
manager of G-E’s electronic de- 
vartment at Bridgeport. Mr. Smith 
nati responsible for coordi- 
: Ing statistics on sales perform- 
tien and market research activi- 


Marshall to F&S&R 


stbbert H. Marshall, formerly 
recirat of the United States 
lan of William Ewart & Son 
And, and previously with Arthur 

rsen & Co., New York, has 
Pull hamed business manager of 


*t & Smith & Ross, New York. 
~ a 
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Council Names Collier 


Sponsorship Staff Head 


Edward Collier has joined the 
War Advertising Council as staff 
manager on sponsorship, and will 
work with the seven full-time 
sponsorship representatives made 
available to the Council by major 
companies (AA, Jan. 15). 

Mr. Collier has been assistant 
director of information for the 
War Manpower Commission, in 
charge of campaigns and field op- 
erations, for the past two years, 
and in this capacity worked closely 
with the Council, OWI, and with 
advertisers and agencies on man- 
power campaigns. 


Nickel to DC&S 


Carl Nickel, former merchandis- 
ing executive with Compton Ad- 
vertising, New York, has joined 


Doherty, Clifford & Shenfield, New 
York, as account executive on 
Rubberset Company and William 
Peterman, Inc., Newark, both sub- 
sidiaries of Bristol-Myers Com- 
pany, New York. ; 


Smith Uses 34 Papers 
for ‘Soup of the Week’ 


Allen V. Smith, Inc., Marcellus 
Falls, N. Y., processor of quick- 
cooking dried vegetables and de- 
hydrated soup mixes, is launching 
a campaign for Grandma Smith’s 
“Soup of the Week” in 34 news- 
papers north of the Mason-Dixon 
line and as far west as Duluth. 
Each week a different soup recipe 
is featured, and a recipe booklet 
is offered in exchange for the box- 
top from any Smith product. 

Tie-in promotion includes a day- 
time radio program merchandised 


in grocery media. Agency is Alley 
& Richards Company, New York. 


‘Barron's’ Starts Drive 


Barron’s, New York, national 
business and financial weekly, has 
begun an advertising campaign in 
Sunday and daily newspapers in 
New York and various other 
principal cities. Agency is Albert 
Frank-Guenther Law, New York. 


Cadillac Names Betts 


Charles H. Betts, with Cadillac 
Motor Car division of General 
Motors Corporation, Detroit, since 
1936, has been appointed mer- 
chandising manager in charge of 
all sales promotion and advertis- 
ing activities for Cadillac. Mr. 
Betts succeeds R. L. Rickenbaugh, 
who has been named Cadillac dis- 
tributor for the Denver area. 
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Buys Parks Company 


Alice K. Parks has purchased 
entire control of Parks Publishing 
Company, New York, publisher of 
Soda Fountain Management. She 
will have the title of president and 
treasurer. Ross Cole is executive 
editor and Y. R. Seaman has been 
named managing editor. 


Careen Gems to Moore 


Careen Gems, Inc., New York, 
has appointed Mary Furlong 
Moore to direct forthcoming ad- 
vertising in newspapers ad maga- 
zines. 


To St. Georges & Keyes 


American Home, New York, has 
appointed St. Georges & Keyes, 
New York, to handle its advertis- 
ing, with plans for a campaign in 


general and business publications. 


A New Editor for 
: Za Oung Southerners” 


4/l Young People Who Read 
e Progressive 


Young Southerners Depart- 

t will have an enlarged edi- 
ial staff . . . and increased edi- 
brial attention. 

For several years past the de- 
partment has 
sight of Mr. H.O. Coffey and Miss 
Harriet Esco (now Mrs.JamesD. staff. But on account of other 
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Hammonds) 


Mr. LaRve 
of our editorial 


Young Southerners, turning to their pages in the 
January Progressive Farmer, discovered that their 
Department now has a new Editor, Mr. William C. 
LaRue, native Virginian, B.S. in agriculture at 
Cornell and M.S. in agricultural education at V.P.L., 
former 4-H Club Leader and “‘Master Agricultural 
Teacher.” Assisted by Mr. H. O. Coffey and Mrs. J. D. 
Hammonds, Mr. LaRue will help Young Southerners 
to find more and more education and entertainment 
in their pages of The Progressive Farmer. 


The addition of Staff Editor LaRue is in line with 
The Progressive Farmer belief that the true strength 
of any publication is its service to its subscribers. 
The Progressive Farmer now has 30 full-time and 
regular contributing editors “in neighborly touch” 
with the needs and desires of its nearly a million 
subscribers in 14 Southern states. 


Published monthly in five separate editions, localized 
to the farm and home interests of five distinct agri- 
cultural divisions of the South, The Progressive 
Farmer provides its readers with an intensely- 
localized editorial service which no other leading 
regional or general farm magazine can claim. 


Each of the five editions of The Progressive Farmer 
is carefully edited for its particular territory. The 
only editorial material appearing in every edition is 
that which is of general interest to the entire South. 
Thus, The Progressive Farmer is a local magazine to 
each of its readers, with no wasted space in any 


edition on subjects foreign to 


local needs. 


Your advertising in The Progressive Farmer makes 
you a good neighbor to your prosperous Southern 
customers. . . it serves to convince them that your 
product is fitted to their particular needs. 


N 


Advertising Offices: 


MEMPHIS, DALLAS, NEW 


Pacific Coast: Edward S. Townsend Co., 


BIRMINGHAM, 


The South. Subscribes to 
—1 Tay 
The Progressiv rmer 


RALEIGH 
YORK, CHICAGO 
Son Francisco, Los Angeles 
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Ours Is a Duet— 
Not a 
Solo Performance 


We work best with employers 
and applicants who cooperate 
best with us: 

Applicants who prepare clear, 
brief résumés of their experi- 
ence and qualifications— 
—Employers who are most ar- 
ticulate and specific in describ- 
ing their needs. 

Ours is a highly personalized 
and thoroughly confidential 
service restricted to well quali- 
fied men and women. The vast 
majority of our applicants con- 
stitute that most desirable group 
who are now employed, — but, 
for one reason or another, are 
seeking betterment. 

Our books are overflowing with 
choice opportunities it may pay 
you to investigate. “When to 
Change Your Job,” Mr. Lowen’s 
‘After Hours’ Page, will be sent 
you free for the asking. 


WALTER LOWEN 


PLACEMENT AGENCY 
Established 1920 as headquarters for 
ADVERTISING PERSONNEL 
Office @ Creative @ Executive 
420 Lexington Ave., New York 17 


ADVERTISING 
SALESMAN 
WANTED 


@ This leading national 
magazine—the most successful 
in its field—has openings for 
two men of character under 
45, who can point to distin- 
guished records in national 
space sales. One is wanted in 
New York, the other in Chi- 
cago. 

@ Our organization is small. 
Our men are well paid. We 
are going places. We'd like 
you to go with us. 


@ Write at length. Your 
confidences will be respected. 
Tell us about your education, 
religion, family, draft status 
and what you've done and 
how much you've earned dur- 
ing the past 5 years. If pos- 
sible, we'd like to see a snap- 
shot, too. 

@ Your earnings will be 
right in line with what you've 
earned and can earn for us. 


Address: 


Box 6044, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


OUTSTANDING OPPORTUNITY 


Advertising and Sales 
Promotion Manager 


Major company now develop- 
ing extensive postwar program. 
Previous experience in building 
material lines or building de- 
vices sold to’ home owners 
through specialized distributors 
helpful. Give full information 
first letter. All replies treated 
in confidence. Position will be 
permanent to right man. Ad- 
dress Box 6042. 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
\% in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS 


MUST BE CLEARED BY THE 
AUTHORIZED CHANNELS. 


USES OR OTHER 


SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
CONSUMER RESEARCH MANAGER 
organization 


By young progressive 
with excellent post war future. 
Salary High. Write at once giving 


complete background and experience. 
Box 7040, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
“ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, Chicago 
LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France - Duff Advertising Agency, 
Omaha, Nebraska. 


EDITOR WANTED 
Top ranking and long established 
business publication with headquar- 
ters in Chicago has opening for edi- 
tor. An associate editor with ambi- 
tion to become editor-in-chief would 
also be considered. This opening is 
based on immediate requirements 
which will carry over into the post- 
war era. Reply should contain full 
information regarding applicant in- 
cluding age, nationality, education, 
experience and salary requirements. 
All replies confidential. 
Box 7077, ADVERTISING AGE 
100 EK. Ohio St., Chicago 11, Ill. 
COPYWRITER 
4F or veteran for defense plant ad- 
vertising. Direct mail and sales bul- 
letins on machinery products. High 
school graduate under 35 with some 
engineering training or exp. Good 
postwar opportunity. Location, 65 
miles from Chicago. 
Box 7075, ADVERTISING AGE 
100°E. Ohio St., Chicago 11, III. 
LAYOUT AND COPY WRITING 
A layout man and copywriter is 
wanted for Publisher of business 
papers to take charge of large vol- 
ume of advertising work. Location: 
Chicago. Publisher established over 
50 years. Permanent position with 
exceptional opportunities for ad- 
vancement. Give full details regard- 
ing yourself, experience and ambi- 
tions. 2 
Box 7078, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED 
Good Modern Layout Artist for 
Ohio Agency with creative abil- 
ity capable of making layouts 
and finished work. Permanent 
position. Write giving experi- 
ence and salary. We will want 
samples if interested, 
Box 7070, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Mh. 
RESEARCH ANALYST 
If you have the ability and desire to 
make an outstanding position for 
yourself in research work starting 
immediately, write for an appoint- 
ment regarding a connection with 
one of Chicago’s leading business 
publishers. Past experience is de- 
sirable but not essential if applicant 
is seriously interested and ambiti- 
ous. Letter should contain full in- 
formation which will be kept confi- 
dential. 

Box 7079, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 
SALES PROMOTION MANAGER of 
major New York City independent 
radio station. Young, aggressive ad- 
vertising or promotion man _ to 
head-up one man department, in- 
cluding responsibility for every 
phase of station promotion—trade 
advertising (copy and production), 
sales presentations, direct mail let- 
ters and brochure, original research 
and general program promotion. 
Previous radio experience not essen- 
tial but you must be well-grounded 
in major portion of above and able 
to grasp quickly entire operation. 
Write complete details and salary 

requirements. 
Box 7069, ADVERTISING AGE 
330 W.. 42nd St., New York 18, N. Y. 


HELP WANTED 
What's cooking? If you're a gradu- 
ate home economist—if you have 
broadcasting experience and can 
project personality over microphone 
—if you can do selling job on and 
off air—“‘what’s cooking” for you at 
KMBC is job with present (partici- 
pation in earnings) and future (sta- 
tion operating FM and planning 
television). You can take over im- 
mediately as KMBC’s home econo- 
mist with two nationally promoted 
(and sponsored) programs, “The 
Happy Kitchen” and “The Food 
Scout.” Rush full details including 
experience, education, religion, mari- 
tal status, age, photograph, voice 
transcription, ete. to Karl Koerper, 
managing director, KMBC, Pickwick 
Hotel, Kansas City. 
WANTED 
All around, experienced artist by 
well-established Houston, Texas, ad- 
vertising agency. Permanent posi- 
tion with good opportunity for ad- 
vancement. 
Box 7068, ADVERTISING AGE 


WANTED 

ADVERTISING MANAGER 
A large and long-established manu- 
facturer of heavy machinery with 
headquarters in Columbus, Ohio is 
looking for an Advertising Manager 
to take care of copy and production 
on technical and sales literature, 
direct mail, ete. Extremely fine 
post-war possibilities. Salary in line 
with ability and experience. Write 
full details including age and draft 
status. 
Box 7082, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CHICAGO ADVERTISING AGENCY 
OFFERS CHANCE OF A LIFETIME 
FOR CONTACT MAN 
Due to the death of one of our top 
men we have an opening for a Con- 
tact Man who possesses imagination 
and vision. Not over 40. This posi- 
tion offers an unusual opportunity 
with a big future. Average length 
of service of our members 15 years 
—some 40 years. This is a chance 


100 KE. Ohio St., Chicago 11, Ill. 


of a lifetime. When writing give 
full details, which will be held in 
strict confidence. 


Box 7080, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IN. 


STENOGRAPHER 
Trade Publications, good hours, ex- 
cellent working conditions. Tele- 
phone for appointment. 

GILLETTE PUBLISHING 

HARRISON 1843 
ADVERTISING ARTIST. Magazine 
publisher requires artist to do pro- 
motion work, layout and lettering. 
Give age, experience and salary de- 
sired, 

Box 7086, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
MAGAZINE PUBLISHER requires 
production man. State age, experi- 
ence and salary desired. 

Box 7087, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
STENOGRAPHER, good typist, can 
learn retail and national advertising 
writing in our office. 5-day week, 
9 to 5. Small office—lots of work— 
but good pay and opportunity. Phone 
Lex. 2-2415, New York. 

REPRESENTATIVES WANTED 
New Bullding Trade Paper open 
proven publishers representatives, 
New York, New England, Philadel- 
phia, Chicago, and Mid West terri- 
tories, 

Box 7071, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
POSITIONS WANTED 
Highly trained newspaper and public 
relations man, with vast legislative, 
political and business training and 
country-wide acquaintance with 
news, magazine and radio people, 
wants important public relations job. 

Box 7084, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Public Relations is my meat. I did 
it free during many years of news- 
paper work; have been paid for it 
for four years now, and you know 
what training does. If you are 
wavering about public relations or 
want to change your system, better 
talk to me! 


co. 


Box 7085, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


artists and copy assistants. 


WANTE 


A prominent 60 year old Chicago manufacturer, now operating 100°/, on 
war contracts but with an especially promising post-war future, requires 
the services of a capable, experienced advertising manager. 
that applicant offer a successful past record in the capacity of Manager or 
Assistant Manager of industrial departmental operations, including budget- 
ing for product divisions, planning direct by mail campaigns, directing staff 
Consideration will be given those under 45 
yeors of age—preferably with a college education. 
experience in chronological order, including age, draft status and education. 
If out of city, please enclose small photograph. Salary will be commensurate 
with experience and ability. Information given us will be held in confidence. 


Box 6048, ADVERTISING AGE, 100 East Ohio Street 
Chicago 11, Illinois 


ADVERTISING 
MANAGER... 


It is essential 


Write in detail of your 


POSITIONS WANTED 
Dynamic, versatile woman, unusual 
background; adv., pub. rel., publicity, 
org. exe. secy.; Fine contact & sales 
ability; Can handle “man’s” job. 
Locate anywhere; will travel. 

Box 7089, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Farm-magazine publicity director 
wants copywriting or publicity job. 
Age 39. 

Box 7083, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ACCOUNT EXECUTIVE seeks op- 
portunity fully recognized agency, 
over $100,000 annually. Would con- 
sider purchasing interest of retiring 

owner. 

Box 7076, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
PRODUCTION MANAGER 
For advertising agency or manufac- 
turer. 25 years experience in adver- 
tising and allied field. Work from 
rough layout to finished job. Good 
background. Age 42, draft exempt. 
Box 7066, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR—Creative visuals. 
Capable new trends, 20 years exp. 
in agency field, able to follow 
smcouge to finished art. Post. N. Y. 
only. 

Box 7072, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising salesman — general 
class. trade media; N. Y. field, wide 
contacts. 

Box 7073, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising Man, 42, with 9 vears of 


newspaper experfence in layouts, 
writing copy and selling, desires 
connection with agency. College 
graduate. 


Box 7067, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
MISCELLANEOUS 
CREATIVE ADVERTISING 
ASSIGNMENTS EXECUTED 
Can handle important advertising 
assignments that require a high or- 
der of visualizing, copy and art 
treatment. Many years of advertis- 
ing and merchandising for top-flight 
accounts coupled with accredited 
University teaching in advertising 
may be helpful in solving your sales 
and promotion problems. Single as- 
signments or monthly consultation. 
Box 7074, ADVERTISING AGE 
W. 42nd St., New York 18, N, Y. 
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‘Post-Dispatch’ Boosts 
Chambers and Rowden 


Stuart M. Chambers, formerly 
advertising manager of the St 
Louis Post - Dispatch, has been 
elected treasurer of the company, 
Fred W. Rowden, who has hen 
classified manager of the paper 
has been appointed to Mr. Cham, 
bers’ former post. 


ONE | 
OF THE BIGGEST 
OPPORTUNITIES | 
IN ADVERTISING 
for a man who is 
TRULY CREATIVE 


A leading advertising agency jg 
looking for a seasoned advertising 
man who knows how to write top- 
flight copy and is capable of pro- 
ducing original and sound IDBAS. 
He must have the ability to work 
with important clients, and to 
command the respect and coopera- 
tion of a fine group of associates. 
He will work on some of Amer- 
ica’s largest national advertising 
accounts, and the compensation 
will be fully commensurate with 
his assignments and ability. Food 
or beverage advertising experience 
would be an asset. We are reach- 
ing out for the best creative ad- 
vertising man in the _ country. 
Members of our organization know 
about this advertisement. Give 
full particulars in first letter. 


Address Box 6045, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Buys ‘Bulletin Index’ 


Richard J. Cook, president of the 
Bulletin Index, Pittsburgh weekly 
publication, has purchased the 
magazine from its former owners, 
Alan F. Clark of Clark Brothers 
Chewing Gum Company, and Wil- 
liam S. Walker, of Walker & 
Downing, Pittsburgh agency. 

Mr. Cook will act as publisher 
and treasurer of the company. 
William J. Hatton, who has been 
with the Bulletin Index for 45 
years, has been appointed presi- 
dent. David N. Lewis, appointed 
vice-president, will continue as 
editor and Dan McSweeney has 
been named advertising manager. 


Casto Named President 
of Ward Baking Company 


C. Everett Casto, vice-president 
of Ward Baking Company, New 
York, has been elected president, 
succeeding R. G. Cowan, who has 
retired, but will continue as a di- 
rector as well as head of research 
work for Ward. 

A. E. Tolley, vice-president, 
had been elected executive vice- 
president, and E. A. McLaughlin, 
general sales manager of Ward’s 
Tip-Top bread and cake products, 
had been named vice-president 
and a director. 


Kostka Leaves ‘Look’ 
to Rejoin Institute 


William Kostka, managing edi- 
tor of Look, has resigned that 
position to rejoin the Institute of 
Public Relations, New York, where 
he had been publicity director for 
two years. 

Prior to his association with the 
Institute, Mr. Kostka was publicity 
director of NBC, managing editor 
of Fawcett Publications, New 
York, and central division man- 
ager of International News Serv- 
ice in Chicago. 


Advertising 
Typographer - Visualizer 


Wanted for mail order catalog. 
Must know type and be capable 
of rendering good comprehensive 
type visuals. Real opportunity for 


qualified man. 


Write Box 252, Suite 617 
1457 Broadway, New York City 


Wanted: 
SALESMAN-EXECUTIVE 


A real opportunity for a space sales- 
man with executive potential. A large 
and successful magazine publishing 
house with media enjoying wide na- 
tional acceptance seeks a man who 
can sell successfully and soundly — 
and whose record proves it. In addi- 
| tion, he must have the executive abil- 
ity to occupy a sales-executive position 
which is open for him when he quali- 
fies. The right man is probably now 
a publisher's representative who wants 
greater possibilities for growth and 
| increased earnings than his present 


job offers. Write stating experience, 
salary required and why you qualify 
| for such an opportunity. Replies han- 
died in confidence. Address Box 6043, 
| ADVERTISING AGE, 330 W. 42nd St., 
New York 18, N. Y. 


ADVERTISING 
MANAGER 


A midwest manufacturer of office 
forms and equipment seeks an ex- 
perienced executive, under 45, to 
supervise the advertising depart- 
ment, work with their sales divi- 
sion, head market analysis, direct 
publicity and promotional efforts. 
We prefer a college degree and 
would like to find some sales ex- 
perience in the man’s background. 
Personal interview will be of 
ranged immediately upon receipt 
of detailed resume. 


Box 6047, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 
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challenging opportunity 
for 


i copywrile 


‘ ort 
A mogesine publishing house in New ‘ 


* “uf 
City offers a real post-war opportunity Tm 
ing copywriting experience and the 4 hana 
produce powerful selling copy for dire 
folders, magazine ads and follow-up 
campaigns. ' : at 
This er interesting position; includes ‘ 
tending conventions, assisting i” reade 
ice bureau and public relations write fi 
The Starting salary is $200 monthly- 
particulars. 
Box 6049, ADVERTISING AGE. y 
330 W. 42nd Street, New York !8, ™ 
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Hooper to Measure 
‘Total Audience’ Size 


C. E. Hooper, Inc., New York, 
has developed a method of 
measuring the “total audience” of 
a program, as compared to the 
usual measure of the average or 
“momentary” audience, the new 
service to be available to sub- 
scribers to Network Hooperatings 
on a special survey basis. 

According to Mr. Hooper, the 
new method is based on inter- 
views, thus escaping “misleading 
evidence of apparent interest in a 
program contained in the auto- 
matic recorder type of record of 
short time tuners who may be 
merely in the process of deciding 
not to listen to the program.” It 
also deals with segments of time 
of listening of sufficient duration 
to provide for contact with com- 
mercial portions of the script. 


To Build Wire Recorder 


Armour Research Foundation, 
Chicago, has announced five addi- 
tional companies licensed to man- 
ufacture the Armour magnetic 
wire sound recorder. They are: 
E. H. Scott Radio Laboratories and 
J. P. Seeburg Corporation, Chi- 
cago; Lewyt Corporation, Brook- 
lyn; Radiotechnic Laboratory, 
Evanston, Ill., and Boosey & 
Hawkes Ltd., London, Eng. 


Paper Promotes Baker 


Richard C. Baker, local advertis- 
ing manager of the News-Press 
and Gazette, St. Joseph, Mo., has 
been advanced to advertising pro- 
motion manager. John W. Grib- 
ben, formerly of the local adver- 
tising staff, will become manager 


SALES REPRESENTATIVE NEEDED 
BY ONE OF 
THE MIDWEST'S TOP NEWSPAPERS 


Here’s the kind of opportunity that doesn’t knock often. A chance 
to step into a responsible selling job in the national advertising 
department of one of the best known newspapers in the country and 
one of the largest and most progressive in the Middle West. A 
capable man is needed to sell and service several important classifi- 
cations. Job pays well to start. Opportunity for advancement is 
unusual. Experience in some field of selling is required and the man 
we’re looking for is probably (though not necessarily) between 25 
and 35. Write, giving complete outline of experience, qualifications, 
age, draft status and salary expected. 


Box 6040, Advertising Age, 100 E. Ohio St., Chicago 11, Il. 


of the advertising service depart- 
ment of both papers. 
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CONSTANT DISPLAY 
OF A VALUED 
TRADE NAME 


FORBES 


CHICAGO 


NEW YORK 
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Meissner Expands 

. Ad P m 

erty | 1949 rogra 

St. }. 7 

ee, (in Magazines 

ca (Picture on Page 59) 

per, } Chicago, Jan. 16.—Following the 

am. | frst full year of consumer adver- 
“ising for its radio-phonograph—a 

1 of which it has never pub- 

—. | mode ; 

__ Hiicly disclosed — Meissner Mfg. 
Company, Mt. Carmel and Chi- 
cago, last week announced an 

expanded advertising program for 
1945. f : 

The Meissner campaign centers 

| Pon an electronic radio-phonograph 

which exists today in a single lab- 

gratory model completed before 

Pearl Harbor. Designed for the 

upper-income purchaser, the in- 

srument incorporates AM, FM, 

short-wave and other electronic 

improvements, and has an auto- 

is | Pmatic turn-over record changer. 

ing Meissner plans call for production 

op- fof television receivers later, ac- 

re feording to G. V. Rockey, executive 

ork pvice-president. The company is 

to now engaged in making radio 
ra- parts for military use. 
tes, According to Mr. Rockey, the 
‘,. (company’s 45 plans are based on 
7  Emarket conditions revealed by the 
vith [first year’s advertising. He said it 
ood was indicated that consumers will 
nce “wait for the Meissner” and that 
= dealers are impressed with the 
try, set's sales potentialities 

now Meissner copy, featuring a series 

tive fof photographs of leaders in the 
music world, is appearing in At- 

. lantic Monthly, Fortune, Harper’s 

Ti | (Magazine, House Beautiful, House 
& Garden, National Geographic 

__|fand Town & Country and will be 
expanded to other magazines as 
space becomes available. A strong 

\|Edealer campaign has. been tied in 
with the consumer advertising 
through the use of technical radio, 

13 music merchandising, furniture 
and electrical appliances publica- 

ales- tions. Copy emphasizes the elec- 

arge tronic and radio parts which the 
hing company has made for 20 years. 

na- Agency for Meissner is the 
who Gardner Advertising Company, St. 
ly — Louis, 
iddi- SS 
‘bi |} Two Accounts to Gray 
all. Buffalo-Springfield Boiler Com- 
pa pany, Springfield, O., maker of 
nail road rollers, and Hills-McCanna 
aa Company, Chicago, manufacturer 
esent |@°f Valves, pumps and force feed 
neat lubricators, have appointed Russell 
valify JQ 2: Gray, Inc., Chicago industrial 
han. |) °8€NCy, as advertising counsel. 

6043, a 

is, ||McAvoy Appointed 

John Arthur McAvoy, New York 

____.} 'epresentative, has been appointed 

ie national advertising representative 

~__ | of the Kennel Crier, Babylon, N. Y. 

J 
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WE WANT AN 

office 

n ox: MANAGER 

5, to 

van. ||| I" the $10,000—$15,000 Bracket 

divi- Are you the man we're looking for? 

direct If you know how to get along well 

Forts. with people ...know how to get 

ond things done when more than one 

OK” is needed . . . and know adver- 
is eX- Using and selling . . . we offer you 
ound. an exceptional Soy with one 
o- A. spuntey’s argent, oldest ane 
St successful manufacturers o 

eceipt building materials. 
This is not a war-time replacement. 
~ ll start at an excellent salary 
GE plus an exceptionally liberal bonus 
ant. And oy work in a 
ern icago office, among con- 

1, i 8enial people. 4j 

Pas. will head-up our advertising 
—_— epartment. That means gin have 
able to supervise the work of 
—— your own department, cooperate with 
a oe department heads, and work 
A out agency. You must know 

H » layouts an t —an 
unity 4 writer yourself. sane 2 
This is not a position for a tyro. 
© man we want is between the 
ie Sous of 33 and 45—with a proved rec- 
, oll of success in advertising and 
= ing. Experience in the building 

New Yor aterials field is desirable, but by no 

nity requ? Means essential. 
, ability be Tevrite in confidence about yourself. 
direct-™ ell us everything you'd want to 
y-up | ow if you were on our side of the 
on qn Your letter will be seen by no 
ncludes oA) oe but the executive heads of this 
aders vou nny and will be returned to 
fi" U if you desire. Our own organiza- 

write ws about this ad. 
Wri 

GE y , to: Box 6046, Advertising Age 
ee E. Ohio St., Chicago 11, Illinois 


UPJOHN: 
name, to 


A respected pharmaceutical trade 
doctor and layman alike. Man’s 


memory is short, however; especially amid the 
tumult of war and the confusion of postwar 
adjustments. UPJOHN has been maintained in 
shoppers’ minds, at the point of purchase, on a 
long series of restrained but dominant window 
displays created and produced by FORBES. 
Now is the time to start planning your dis- 
play and advertising material for intensified 
postwar selling. We can help you. 


yo a, 


LITHOGRAPH CO. 


Alpe P. 0. BOX 513+ BOSTON2 


CLEVELAND ROCHESTER 
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GROCERY EXECUTIVES EDITION 


The covers that cover the chains that cover dmerica 


ae 
ae f BSE gee” SERS 


VARIETY EXECUTIVES EDITION 


Take a good look at 


AMERICA’S NO. 1 
BUCK-PASSER 


This man is a buck-passer—a. fifteen billion buck- 
passer. This year he and a hundred thousand other 
chain store managers pass $14,941,000,000 from cus- 
tomer to cash register. He is a mainspring—not a 
cog—in retail distribution. In fact, the entire stream- 
lined chain system hinges on his ability to attract 
and maintain high traffic, convert it into big volume. 


This chain store manager is no ‘Fancy Dan.” He 
learned his way up -—starting in the stockroom, 
putting in long hours as floor man and assistant 
manager. He’s obsessed with traffic and volume. 
He has watched endless streams of all kinds of 
customers select and buy all kinds of products. His 
income is proportionate to his store’s sales and/or 
earnings. So he’s open to any idea that makes his 
cash register sing. 


The abnormal conditions of war tested his highly 
specialized knowledge, enabled him to lick tough 
problems like new and changing personnel, old 
equipment, rationing, shortages, demanding cus- 
tomers. Chain headquarters are giving this unit 
store manager more leeway. He concentrates his 
time and effort toward one objective—increasing 
the effectiveness of his local point-of-sale. 


For twenty years CHAIN STORE AGE has informed 
and instructed this chain store manager. Its monthly 
drumfire of articles, ideas, pictures and charts 
covers every phase of chain operations and prob- 
lems. Manufacturers’ advertising in “his” book 
supplies a wide range of information on the prod- 
ucts he displays, handles, sells. Through better 
editorial and advertising pages, CHAIN STORE 
AGE has made this man a better merchandiser. 


This chain store manager stands between your 
product and your customer. In postwar planning 
you can't afford to overlook this fifteen billion 
buck-passer. 


Of special importance to manufacturers and adver- 
tisers are three Chain Store Marketing Maps, full 
of facts and figures on Variety, Grocery and Drug 
chains. Copies are yours for the asking. 


CHAIN STORE AGE 


185 Madison Ave., New York 16 
612 N. Michigan Ave., Chicago 11 


GROCERY MANAGERS EDITION 


ADMINISTRATION EDITION 


Paced by Sears, 
Chains’ December 
Sales Set Record 


Chicago, Jan. 18.—Sales by 32 
of the nation’s leading mail order 
houses and chain stores, spurred 
by record Christmas buying, 
jumped 13.3% last month, com- 
pared with December, 1943, and 
preliminary figures indicate that 
for the year as a whole these com- 
panies’ sales were more than 8% 
greater than in 1943. All chains 
apparently accounted for about 
23% of total retail volume. 

The December record was spear- 
headed by Sears, Roebuck & Co., 
whose total sales amounted to 
$119,822,908, or 22.3% more than 
its $97,995,921 of sales for the same 
month a year ago. For its fiscal 
year, which ends the 3lst of this 
month, Sears’ sales will pass the 
billion-dollar mark, the first time 
any company except A & P has 
done so. 

Sales by Montgomery Ward & 
Co. reached $76,476,705 in Decem- 
ber, a 10.4% gain over the same 
month in 1943. Its sales for the 
past 11 months have amounted to 
$617,886,061, or 3.2% greater than 
its turnover for the 11-month cor- 
responding period in 1943. 
Ward’s December figures were 
affected only slightly, if at all, by 
seizure of some of its retail stores 
and the Chicago mail order house 
by the Army. That seizure oc- 
curred Dec. 26. Company officials 
have filed affidavits in federal 
court at Chicago charging that the 
Army is mismanaging the proper- 
ties by allowing unfilled orders 
to accumulate, etc. Wards hopes 
to prove in court that the seizure 
was illegal. 

Army Officials, answering these 
charges, say the backlog of un- 
filled orders has increased largely 
because a flood of orders have 
been received for items not in 
stock but advertised in the winter 
flyer mailed out two days before 
the seizure. They say, also, that 
many employes have left recently 
to enter war work as the result of 
pressure to draft more men, and 
at the advice of minor officials the 
Army has extended working hours 
at the Chicago house to nine hours 
a day and 54 weekly. 

Business at the house and at 
other seized retail stores has in- 
creased substantially since Army 
seizure, compared to business this 
time last year, largely because of 
the mailing of the flyer, Army 
officers say. 


Studebaker Names Davis 
General Sales Manager 


Paul R. Davis has been ap- 
pointed general sales manager of 
the Studebaker Corporation, South 
Bend, Ind., suc- 
ceeding C. Scott 
Fletcher, on 
leave of ab- 
sence as execu- 
tive director of 
the Committee 
for Economic 
Development. 

Mr. Davis has 
been with 
Studebaker for 
21 years and 
most recently 
has served as 


Paul R. Davis 


assistant sales manager and direc- 


tor of Studebaker sales in the 
southeastern states, with head- 
quarters at Atlanta. He will also 
direct the company’s car and truck 
conservation program. 


Blumenschein Moves 


Fred W. Blumenschein, for- 
merly radio copy chief of McCann- 
Erickson, and previously com- 
mercial writer with Benton & 
Bowles, has joined Lennen & Mit- 
chell, Inc., New York, in an ex- 
ecutive capacity. 


Ferwerda to Andrews 


Paul R. Ferwerda, formerly of 
Marschalk & Pratt, Platt-Forbes, 
Inc., and Fuller & Smith & Ross, 
New York, has been named execu- 
tive vice-president of Neal Reed 


THE “hb 


Andrews Advertising, New York. 


ECA SYNDICATE STORE MERCHANDISER 
79 Madison Ave., New York 16, N. Y.- 
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-——December——_,. % Gain 9 >~——1I2 Months—__. a Ga; 
944 or Loss 1944 1943 \ “Sone 
Food Chains Loss 
*Jewel........ ......$ 4,771,643 $ 4,012,303 4189  ........ 
Keeper Groc. & Bak. Co... 37,874,482 33,227,729 +-14.0 $447,286,830 $422,427 419 46 
"aes ai 53,886,565 46,716,892 -+15.4 656,624,965 588.883 308 he 
Group Total ...... _.$ 91,761,047 $ 79,944,621 +14.8 $1,103,911,795 $1,011,310 918 net 
Mail Order + $ 310,918 494 
aSears, Roebuck ...... $119,822,908 $ 97,995,921 +22.3 $ 940,889,433 $ 816,297.477 +153 
Spiegel ...... hue . _ 3,709,100 2,106,302 -+-76.1 34,713,436 28,324 013 421 
aMontgomery Ward 76,467,705 69,294,023 +10.4 617,886,061 598.455 710 “444 
Group Total $99,999,713 $ 169,396,246 +18.1 $1,593,488,930 $1,443,080 400 aug 
Drug Chains , 
rown ...... $ 1,158,022 $ 1,123,461 +2.6$ 11,222,422 $ 10,487,493 +74 
Walgreen ....... 13,551,766 13,709,489 —1.2 120,299,441 114,951 '356 944) 
Group Total .. _....-$ 14,709,788 $ 14,832,950 —8.4 $ 131,521,863 $ 125,439,839 "hal 
Variety and Miscellaneous : 
Bond Stores ...............$ 6,372,587 $ 5,456,929 +168 $ 51,425,054 $ 45,594 254 +124 
Butler Bros. ... .. 10,613,719 12,122,821 —12.5 118,825,743 124,596.76) 4 
Consolidated Retail Stores. 2,589,324 2,158,745 +19.9 —21,811420 —19.824.782 dag 
Diamond Shoe Corp. 3,309,478 2,976,109 +11.2 30,246,456 §=—-29.375.470 “4.3% 
bDiana Stores . 983,927 736,687 +33.5 3,516,314 2,862,379 +4275 
Edison Bros. .. 5,032,426 3,937,424 +27.8 44,544 522 39,775,723 +4114 
Grant, W. T. . 26,471,122 23,518,805 +12.5 174,188,167 163,888 288 44°; 
aGreen, H. L. 10,621,725 9,527,097 +11.5 64,138,155 2.138.499 135 
alnterstate Dept. 5 844,128 5,366,183 +8.9 40,149,120 38.948 115 13" 
Kresge, S. S. .. 32519,084 29,986,414 +84 216,456,482 206.040.3775 
Kress, S. H. .. 17,969, 363 18,160,575 —I!.! 127,955,060 124.021.970 433 
Lane Bryant, Inc. 3,111,245 2,605,840 +19.4 35,117,261 29,683,910 +193 
alerner ..... 12,133,958 10,268,268 -+-18.1 81,545,944 70,562,166 +15, 
McCrory . 11 017.542 9:784,130 +12.6 71,324,471 67.351 104 486 
aMcLellan Stores 7,056,273 6,105,888 +15.6 38,318,957 35,263,924 487 
Murphy, G. C 13,685,660 11,505,306 +19.0 88,936,595 82.078 319 te, 
Neisner Bros. 5,933,050 5,408,704 +9.7 38,215,777 —37,333.255 423 
Newberry, J. J. 15:715,445 14,606,502 +7.6 95,865,634  91.020.429 453 
Penney, J. C. ...-. 69,848,002 60,546,725 +-15.4 535,319,371! 489,888.090 493 
Rose's 5, 10 & 25c Stores.. 2,197,922 1,982,646 +10.8 12,444,088 —-11,179.324 44) 3 
Schiff Co. Ree 2:223.049 +34.1 20,986,459 —19.178.843 494 
Western Auto ............ 4,997,000 4.542.000 +10.0 47,180,000  46.216000 47 
Woolworth, F. W. 67'592,438 61,765,080 +9.4 459,843,835 439.010.327.449 
Group Total .. _, $338,596,892 $ 305,291,927 +10.9 $2,418,352,885 $2,275,832,311 443 
Combined Total .......- $645,067,440 $ 569,465,744 -+-13.3 $5,247,275,473 $4,855,662,468 48) 
a—Eleven month period. 
b—Five month period. 
c—Four weeks and 52 weeks. 
*—Not included in totals. 
ae a 
SO le 
of the Masses... 

These stores handle over 30,000 different items popularly priced, 
from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. ‘ 

Many of these stores do over a million dollar annual volume. 

In the 5000 odd stores ——— the big 10 group the average 
annual volume per store is over $275,000.00. In this important 

roup of stores alone, which did a volume of $1,341,376,361 in pt 

he Merchandiser gives you a coverage of nearly 12,000 key people. 

A mass distribution market efficiently geared to handle post-war 
mass production. , 

Don’t overlook this tremendous market in your 
POST-WAR PLANS! 

= 
The “Merchandiser” 
A highly specialized medium cater 
syemicere steme ing exclusively to the 5 & 10 to $1.00 
and up syndicate variety stores. 
Editorially slanted to the problems 
and interests of the store managers 
and their assistants, who do the day- 
in and day-out ordering of mercham 
dise for this approximately two billion 
Al oe dollar market. 
, 
Ce ep aval Total MERCHANDISE-OR- 
ae DERING circulation 16,514 key 
people in 8300 stores. 
Largest audited circulation in the field 
The Magazine of 
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Advertising Age, January 22, 1945 


This is a call to Americas 


CF 


at 


+4 


Shafto Elected 


G. Richard Shafto, general man- 
ager of WIS, Columbia, S. C., has 
been elected chairman of the NBC 
stations planning and advisory 
committee. 


Media Men Elect 


D. M. Gordon of Ruthrauff & 
Ryan, New York, has been elected 
president of the Media Men’s 
Association of New York, succeed- 
ing T. Norman Tveter of Erwin, 
Wasey & Co. 


Heads Vaculator Sales 


Curtis L. Peterson, recently with 
the U. S. Army, and before enter- 
ing service, director of advertising 
for the Edward Katzinger Com- 
pany, Chicago, has been appointed 
advertising director of the do- 
mestic and commercial lines of 
Vaculator coffee makers, manufac- 
tured by Hill-Shaw Company, 
Chicago. 

Jon Zitz, who formerly directed 
advertising and promotion, has 
been appointed sales manager of 
the central district. 


Shure Names Gordon 


Shure Bros., Chicago manufac- 
turer of microphones and acoustic 
devices, has appointed the Phil 
Gordon Agency, Chicago, as its ad- 
vertising counsel. 


Heads Stag Advertising 


Frank Griesedieck, assistant 
sales manager of- Griesedieck 
Western Brewery Company, Belle- 
ville, Ill., brewer of Stag beer, kas 
been appointed advertising di- 
rector. 


=> | 


Concan Names Eggerss 


Hans A. Eggerss, president of 
the Container Company, Van Wert, 
O., subsidiary of Continental Can 
Company, New York, has been 
elected a director and a vice-presi- 
dent in charge of the paper con- 
tainer division of Continental Can. 


Berkshire Names Agency 


Berkshire Knitting Mills, Read- 
ing, Pa., manufacturer of women’s 
hosiery, has appointed Geyer, Cor- 
nell & Newell, Inc., New York, to 
handle advertising. 


Heap your RED CROSS at his side 


Spounor 


AID TO FUND—This is one of the ads 

prepared by Ruthrauff & Ryan for use 

by advertisers in national and local 

media in support of the annual Red 
Cross war fund drive. 


Red Cross Seeks 
Ad Aid to Raise 
$180,000,000 — 


New York, Jan. 16.—The Amer- 
ican Red Cross, through the War 
Advertising Council, is seeking the 
aid of national and local adver- 
tisers to raise $180,000,000 in its 
annual war fund campaign during 
March. The objective is $20,000,- 
000 less than a year ago, but the 
difficulties of meeting it, through 
the 3,507 local chapters, may be 
greater this year. 

In addition to a local campaign 
book, national advertisers are 
being told “how your advertising 
can help ‘Keep Your. Red Cross at 
His Side.’” Certain ads in the 
series, prepared by Ruthrauff & 
Ryan, volunteer agency—“This is 
a call to America’s Heart” and 
“Put yourself in his shoes”’—will 
be used both in national media and 
in newspapers, 

In addition to advertising and 
publicity in various media, the Red 
Cross message will appear on 
March covers of about 50 maga- 
zines and the back cover of Read- 
ers Digest. 

Paul S. Ellison of Sylvania Elec- 
tric Products, Inc., is campaign 
manager for the Council. George 
A. Huhn, vice-president of R&R, 
is in charge of the agency’s part 
of the job, which is supervised by 
Quincy G. Ryan, chief of the ad- 
vertising section of the American 
Red Cross. 


National Dairy Names 
Snyder Vice-President 


Fred W. Sny- 
der, formerly 
sales manager 
of the evapo- 
rated milk divi- 
sion of Sheffield 
Farms Com- 
pany, New 
York, has been 
appointed vice- 
president in 
charge of sales 
of National 


F. W. Snyder Dairy Products 
Company, New 
York. 


National Dairy Products Com- 
pany, along with Sheffield Farms, 
‘san operating division: of Na- 
tonal Dairy Products Corporation, 
New York. 


Buys Columbus Outlet 


Pixley Electric Supply Company, 
lumbus, O., wholesale distribu- 
lor of electricz] products, has been 
purchased by Westinghouse Elec- 
Jc Supply Company, New York, 
vlesale marketing outlet for 
§stinghouse Electric & Mfg. Com- 
ehy, Pittsburgh. The Columbus 
| ganization will be the headquar- 
dist for WESCO’s new west central 
ict, with L. A. Pixley, for- 
meérly president, as manager. 
See ee 


ee 


‘SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
lima, Ohio, U.S.A. 


The World's Largest Manufacturers of 
All Types of Signs 
ones us Par ore 


. _. 
* 


YES, THE PEOPLE WHOM “THE PEOPLE” BELIEVE IN—BELIEVE IN TIME. For example, 
newspaper editors . . . radio commentators . . . people listed in “Who's Who”. .. general magazine editors 
+++ mayors... college presidents ... members of Congress... columnists . . . members of the American 
Medical Association . . . men listed in “America’s Young Men”. . . and 106 other key groups of top people 
who think a lot and talk a lot and influence America’s millions all vote that TIME is their first choice magazine! 
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Jan. Magazines 
Score 18.2% Gain 
in Advertising 


New York, Jan. 17.—With gains 
registered by every class of publi- 
cation, national magazines started 
off 1945 with an 18.2% advance in 
advertising volume in January 
issues compared with the previous 
year. Linage amounted to 2,789,- 
950, compared with 2,361,356 lines 
in January, 1944. 


General magazines ran a total) 


of 649,805 lines in January issues, 
according to an ADVERTISING AGE 
compilation, a gain of 20.9% over 
similar issues of a year ago. The 
women’s group, with 690,994 lines, 
was up 18.3%. 

Standard publications carried a 
total of 27,737 lines, up 22.7. Out- 
door magazines, which ran 69,492 
lines, marked up the biggest ad- 
vance, 40.6%, while juvenile pub- 
lications, with 21,477 lines, were 
2.4% ahead of January, 1944. 

December issues of weekly 


magazines carried 1,330,445 lines) 


of advertising, up 16% over a year | 
ago. 
Canadian magazines showed a) 
23.1% gain for the month, carry- 
ing 155,815 lines compared with 
126,613 lines for January, 1944. 


Two Name Grant S. A; 
Scott Joins Agency 


Argentine Fruit Distributors, 
for Tomaco and dried fruit prod- 
ucts, and Falcon, Calvo & Cia 
Ltda., maker of Fontanares and 
Prestigio cigarets, have appointed 
Grant Advertising, S. A., Buenos 
Aires subsidiary of Grant Adver- 
tising, Incs to~ handle their ac- 


| counts. 


| subsidiary. 


Grant has also announced the 
appointment of Paul Lewis Scott 
as vice-president of its Mexican 
Mr. Scott was for- 
merly with Fuller & Smith & Ross 


|and Sterling Products, New York. 


Smith Seecnntad. 


Adam H. Smith, formerly New 
England district manager of Rich- 
field Oil Corporation, New York, 
has been appointed sales manager 
with offices in New York. 


4 « 


MACKENZIE WITH 
BUFFALO COLONEL 
DURING BATTLE 


Lieut. Col. Paul A. Danahy 
Served on General's Staff, 
Was in Thick of Encircled 
Division’s Heroic Fight 


This is the first of a series of 
dispatches from a Buffalo Eve- 
ning News correspondent who 
was in besieged Bastogne during 
the critical days in which the 
surrounded garrison held out 
and checked the German surge 
into Belgium. He was the only 
newspaperman there. 


By FRED MACKENZIE 


Burrato Evzxninc News War Correspondent. 

BASTOGNE, Dec. 30.—I fol- 
lowed a fighting Buffalo Irish- 
man with the 101st Air-borne 
Division into a circle of hell and 
I saw courage and cool leader- 
ship triumph over doubt and 
fear, and after ‘10 days of as- 
sault and encirclement,” we 
at long last regained contact 
with American forces piercing 
the ring Germans threw about 
us here in this key road city. 

For five days it seemed as 
though we would be engulfed in 
the German offensive sweeping 
westward after the breakthrough 
Dec. 16. 

Enemy Dead Piled High 

But Brig. Gen. Anthony C. Mc- 
Auliffe, deputy’ commander of 
the 101st Air-borne, in command 
here, and his staff out-maneu- 
vered the enemy. Soldiers fought 
tanks with grenades, bazookas 
and machine-guns, and German 
dead piled high outside the cix 
defended by thedi= 


Together at Sieg 


FRED MAC KENZIE 


ZEAL AND CHANCE |f 
GAVE MACKENZIE 


Buffalo Evening News War 


BASTOGNE STORY 


Correspondent Tells U.P. 
Writer How He Went to 
“Hottest Spot in Belgium” 


By WALTER CRONKITE 
United Pies nt. 
lgium, 
corre- 
ening f 
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Adv 
JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
pri PAG, —1944——," ——1945—_, 944 A 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL *Real Romance ...... 13.7 — a Ke 
Ace Fiction Group.... 8.0 ,798 9.1 £953 | *Meal Qhery .. 2. cess 13.7 5,915 eed 7 
tAmerican Magazine... 58.1 24,420 47.2 20;229 Screen Guide ........ 20.2 13,753 10.1 6 879 
American Forests 9.7 4,060 8.8 3,710 Screenland Unit ...... 25.6 10,977 19.0 8.133 Si 
American Home ...... 34.4 21,744 30.9 19,510 Screen Romances 32.9 14,097 24.5 10.513 
+American Legion .... 23.7 9,938 21.7 9:463 | Beckete .....6.css tees 16.0 6,864 11.4 1758 # 
Asia & the Americas... 1.3 572 0.3 248 “Beventeem .. 462+. sess 68.1 46,297 7 dd $ via 
Better Homes & True Confessions (F). 31.1 13,348 22.5 9,709 four 
eer ar 34.2 21,599 40.2 25,385 True Experiences : 
tChristian Herald 23.1 9,688 18.6 7,995 “ig ES Se ae 20.0 8,580 19.6 8.407 dise 
PE athe ccesk th 0 446 « 16.0 10,848 8.0 5,442 | True Love & Romance ou 68300 
8S Ser 4.5 3,350 3.1 2,138 oS Lite ie 19.7 8,448 19.6 3g, pacco 
Cosmopolitan ........ 54.4 23,320 58.1 24,911 True Romances ...... 20.4 8,731 21.2 9'10 Gen 
Dell Detective Group. 15.7 6,749 9.1 3,903 HE. ci scesc vas 38.6 17,685 31.0 1: 997 pect 
Dun’s Review ........ 33.3 14,307 21.7 9,317 | Vogue (2 issues)...... 105.2 66,469 112.7 71.217 Blines 
ties oR epee 10.9 4,567 5.2 2,244 | Woman’s Day ........ 36.3 15,579 27.7 i1!90, oy 
Esquire (Natl.) ...... 90.4 60,728 89.5 60,171 Woman's Home 
Grade Teacher, The... 11.5 5,057 10.5 4,613 COMPANION 6666s sees 39.0 26,534 42.5 28,919 Hott 
House Beautiful ..... 46.7 29,541 32.6 20,603 —__ ae 
House & Garden...... 56.3 35,598 33.0 20,879 Total Grouw .o<2ses. 1,392.8 690,994 1,157.7 583,866 tinue 
Improvement Era 14.5 6,211 15.5 6,657 STANDARD of th 
PROUTEMOLOP vc secnsacs 11.5 7,875 11.0 7,537 American Mercury 9.8 1,793 5 1,589 BH listec 
Macfadden Men's Grp.. 12.3 6,066 7.0 3,739 Atlantic Monthly ..... 39.0 16,170 34.0 14.885 it p 
Mechanix Illustrated.. 58.0 12,974 43.5 9,746 Harper’s Magazine 41.4 9,774 27.9 6,634 , 
Moose Magazine ..... 5.7 2,380 7.0 2,940 -_ wi a 
tMotor Boating ...... 122.9 72,275 114.9 49,626 Total Group ....... 90.2 27,737 70.4 22,69, [Pape 
National Geographic.. 33.0 7,854 33.0 7,854 OUTDOOR near 
Nation’s Business .... 59.9 25,169 63.6 26,717 | American Rifleman 26.1 11,004 27.5 11,849 Gi 
Nature Magazine ..... 3.2 1,363 4.8 2,019 | tField & Stream...... 45.0 18,904 26.0 11,166 ing ¢ 
Popular Mechanics 121.6 27,230 75.5 16,912 | Fur-Fish-Game ...... 18.2 7,800 16.4 7,029 BE pair 
Popular Publications... 11.6 2,604 9.7 2,182 | tHunting & Fishing.. 14.0 5,877 8.2 3,535 E ce: 
Promenade ........... 46.4 19,902 33.7 14,462 | tOutdoor Life ........ 28.1 11,783 18.8 8,056 ree 
ot RO 44.6 19,163 30.9 13,269 | tSports Afield ........ 33.6 14,124 18.2 vsi, poeale 
ES os i os udcos 11.0 4,677 5.4 2.303 : —_"* Bappli 
Scientific American 12.6 5,395 14.2 6,099 Total Group ....... 165.0 69,492 115.1 49,441 1 en 
Street & Smith JUVENILE 
Fiction Group ...... 4.7 873 6.0 1,116 +American Girl ...... 6.0 2,515 4.2 1,787 
NE la des vsa 2 $9.7 13,8607 27.6 11,3360 | Boys’ Life ........... 10.8 7,367 11.0 7429 
Thrilling Group ...... 16.9 3,796 17.4 3,892 | tCalling All Girls.... 20.7 7.895 18.0 6865 
Town & Country...... 68.6 46,067 58.5 39,289 CREED: 54 scueewnwas 2.3 949 2.8 1.204 
Woodmen of the tTrue Comics ........ 7.2 2,751 9.7 3.683 
IY KAW aden 50.08 7.3 3,099 4.4 1,853 é —— <<a 
BGG coeds devésvss 126.6 74,441 110.6 65,048 Tos! Group .......% 47.0 21,477 45.7 20,964 F( 
uasemearane ~ man WEEK LIES—December 
Total Group ........ 1,354.8 649,805 1,141.2 537,260 | taAmerican Weekly... 76.1 76,094 32.7 62,184 
Mi Business Week ....... 366.0 153,720 285.0 119.76 
WOMEN Christian Advocate.... 15.1 6,334 14.3 “Te 
OS Re ee i ee 73.0 $1,317 50.8 21,807 ee brcacaddagen 196.0 133,282 165.3 112368 
eta ahd 5 5 708 S0000 + 499 SBGRO6 Tee .. .... occ cccces. 138.2 59,330 76.3 39789 
Good Housekeeping... 55.4 23,801 58.8 25,239 Family Circle ........ 47.8 20.052 43.2 18531 
Harper’s Bazaar ..... 74.5 47,087 81.9 51,734 6d <6 2 ps sta ees 51.1 21.937 31.4 13.476 
ee ee ren 11.4 8,687 6.8 _ 2s jsePoaeieess: 35.1 21,968 18.4 17679 
PEOUSONOIE feat sedias 13.3 9,032 12.8 8,729  fesdaiackvakad 162.1 69.541 17.8 33 366 
Ladies’ Home Journal. 57.6 39,068 55.5 37,722 | Look ................. 73.6 49,977 76.7 52171 
Mademoiselle ........ 110.2 47,281 100.0 42,900 | Newsweek ........... 250.4 105,159 212.5 891247 
SEMEN, gcdececcess.. 55.7 37,843 42.6 28,984 | aNew York Times ec 
Modern Romances ES rere ee 110.1 93,559 77.0 77,027 
er ee ee 32.4 13,883 24.4 10,470 { aNew Yorker ........ 251.3 107,712 262.5 112,607 
Modern Screen (MM).. 34.0 14,734 27.2 11,665 | aParade .............. 29.3 20,962 14.3 10211 
Motion Picture (F)... 33.3 14,246 26.0 11,143 aSaturday Evening : 
Mmnvieiane ; .>0de6 0400 22.3 97563 16.7 7,182 | Ret See 224.0 152,287 221.7 150,765 
Movie Life ......,.... 25.9 11,133 18.8 8,095 | tScholastic ........... 10.1 4247 143 6121 
Movie Show .......... 20.9 14,195 14.6 9,960 | aThis Week Magazine. 44.1 36,694 36.6 31.099 
Movie Stars Parade... 25.9 11,119 19.1 “6 eee eee 259.7 108,982 270.0 113.3% 
Movie Story (F)...... 31.5 13,499 24.6 10,681 United States News... 211.0 88,608 210.8 88,548 
ee Rae Fee 26.3 11,358 18.7 8,024 nicansiinnk Scelpiaaeials” decease soa 
Parents’ (N. Y. Metro ce Tetel Group «...0.55 2,551.0 1,330,445 2,140.8 1,147,217 
FE Oe ae 74.6 32,020 47.6 20,415 | ———_— 
Parente (Mat’l)y  .4.0.<. 67.7 29,048 44.3 18,985 *Not included in totals. 
Personal Romances 22.9 9,821 14.3 6,076 *Page size changed since last year. 
Photoplay (Mac) ..... 30.1 12,920 26.2 11,236 tJanuary-February 1945 issues combined. 
Radio Mirror (Mac)... 19.0 8,144 17.0 7,280 aFive issues 1944; four issues 1943. 
JANUARY CANADIAN MAGAZINE LINAGE 
——+1945 ——_— ——1944-___- TH 
Pages Lines Pages Lines 
Canadian Home Journal.............. 25.8 17,524 LAY 12,054 
Canadian Homes & Gardens........... 19.7 13,239 23.0 15,450 
SY tds a wine SGN bb a.0 <b. 0 ee canes 21.5 14,612 15.6 10,611 IN] 
7: Re eee eee ee 47.4 20,341 30.9 13,245 
vile SE eee rr Teer 48.2 32,795 35.3 24,035 
DE ae dinne phere ss edt ea bees Seas 39.9 20,754 18.2 12,198 
National Home Monthly.............. 18.4 12,532 14.1 9,563 
og GP See eae as(T'« s-6'd 19.3 13,114 32.4 22,022 
Revae MoGerm, La... csccsccsscsosd 16.0 10,904 10.$ 7,435 
a 7 - — — - a ee ee 
NS, 5.50 bd dns Sarco ee aca S: 907.8 155,815 198.1 126,613 
‘ =, . x 4 
GM Elects Douglas Plugs ‘Strange Fruit Joins “World-Telegram 
Morgan D. Douglas, recently ap- Reynal & Hitchcock, Inc., New Eleanore Ulmer, formerly sales 
pointed general manager of Gen-| York publisher, have scheduled a| promotion manager of Tide, New 
eral Motors Corporation’s truck | nationwide newspaper campaign | York, and of KYW, Philadelphia, 
and coach division, has  been| for the novel, “Strange Fruit,” be-| has joined the promotion depart 
elected a vice-president of the cor-| ginning Jan., 28. Green -Brodie,|ment of the New York World- 
poration. Inc., New York, is the agency. Telegram. 
Pitluk Adds Account Heads Elastic Stop Nut Roberts to Agency 
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AND GET THE NATION'S ANSWER 


Everybody eats well in Holland, Michigan — for two good 
reasons. First, the Dutch tradition of good cooking prevails 
in all of Holland's kitchens, and Second, the payrolls of 
Holland always afford meat on the table. Holland is not a 
flighty city, up one year and down the next — it stays on 
an even keel. That’s due to Holland's industrial stability, 
buttressed by such solid firms as Holland Furnace, 
Heinz, Fafnir, Chris Craft, Baker Furniture, Spring- 
Air Mattresses, Holland-Racine Shoes, Holland Rusk 
Make this 
solid American city your testing grounds; 


we'll give you the nation’s answer. ING OPY TODAY 


Doughnut Corp., and dozens more. 


KNOW HOW TO COOK— 
and here’s the book ntaining oe 
favorite recipes. If you'd like to 

the culinary secrets of such dishes 8 
Geldersche Hutspot, Potenbru a 
koeken, Jan in den Zak, et printed 
in English, send for this ‘Holland 
Cook Rook.” It costs everybody 
else 25 but you can have 

copy for free with the Hol and 


Sentinel’s compliments. 


SEND FOR YOUR 


Contact the SENTINEL otland. Michigan 


% Scheerer & Company, — 


35 E. Wacker, Chiesgo * 441 \exingione SE 
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| critical days: Perhaps iy was one of the 
ys breaks. in the game of tracking down 
the news shat put him there: Maybe it 
| would be better f° say Ne was there 
pecavs© of his habit of being close 0 
the sources of news all the rime «> .one 
of the qualities of the qews-gatnerns 
statt that coniripute so much to the edi- | , 
| rorial excelienc® of the Buftalo Evening 
News: \y is the favorite home news- 
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Appliance Men to 
Keep War Items, 
Survey Shows 


Chicago, Jan. 17.—Electric ap- 
dealers, entering their 
fourth year without new merchan- 
dise to sell, have added more than 
300 other items to their stocks and 
according to a survey by Edison 
General Electric (Hotpoint) ex- 
t to continue sale of added 
lines after the war. 

Of the 2,165 respondents to the 
Hotpoint survey sent out to 17,000 
jealers, 80% said they would con- 
tinue to sell postwar one or more 
»f the substitute lines. These they 
listed in the survey as including 
at present furniture items, paint, 
foor coverings, glassware, wall- 
paper, seeds, luggage, roofing, 
hearing aids, books and used cars. 
Given as other means of carry- 
ing on duration business were re- 
pair and parts service for appli- 
ances, being handled by 12% more 
dealers now than prewar; and 
appliance “swapping,” by which 
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broken items are repaired and re- 
turned to use. 

Leading the list of appliances 
the dealers expect to sell post- 
war are household refrigerators, 
checked by 93.2%. Vacuum clean- 
ers followed with 86.3%; radios, 
85.6%; toasters, 82.7%; electric 
ranges, 80.4%; automatic washing 
machines, 77.9%, and conventional 
type washers, 76.1%. 

Unexpected preferences were 
shown by dealers for such post- 
war items as hearing aids, 14.8%; 
room coolers, 52.5%, and kitchen 
cabinets, 48.8%. The cabinet fig- 
ure indicates the approximate 
number of dealers who plan to 
sell complete kitchens, according 
to Ward R. Schafer, Hotpoint’s 
general sales manager. The Hot- 
point complete kitchen includes an 
electric dishwasher, garbage dis- 
posal unit and cabinets. 


WOWO Names Two 


Paul E. Mills has been appointed 
general manager, and Howard D. 
Longsworth has been named sales 
manager of the Westinghouse sta- 
tion WOWO, Fort Wayne, Ind. 
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YOU MAY BE ABLE TO “BIRL” 
FOR THREE HOURS*— 


BU T—you CAN'T ROLL PAST 
THAT BLANKET OF FADING, 
INTO WESTERN MICHIGAN! 


We're not “log-rolling” for anybody when we tell you, 
out and out, that Western Michigan can’t well hear Chi- 
cago or Detroit stations. Fading simply prevents clear 


You may be making out very nicely without listeners in 
Grand Rapids, Kalamazoo and Western Michigan—but | 
if you want them you'll have to use Western Michigan 


That’s the situation . . . and it will stand until some 
genius figures out a solution to the fading problem. 


WKZO in Kalamazoo and WJEF in Grand Rapids—both 
CBS, both programmed especially for their specific areas 

do the kind of job that these two big markets deserve. 
Sold in combination at a bargain rate per thousand radio 
homes covered, they are by long odds your best choice 
for real coverage in Grand Rapids, Kalamazoo, Battle 
Creek and all of Western Michigan. Let us send you the 
or just ask Free & Peters! 


lasted for three hours and fifteen minutes, before one fell, in a | 
1900 


s 
6-FOR GRAND RAPIO 
- AMD KEMT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 


Free & Peters, Inc., Exclusive National Representatives 


Lee 


Lillion Smith beside the fireplace in the library of her home on Screamer Mountain, near Clayton, Go. The wails are lined with 2,000 books. 


Life with a BEST-SELLER 


By Lillian Smith 


tographers to see me through the “Bos- 


Sat eli, er ae a RPS Be ae ht. T Pi bt a ton Tea Party” and of that awful mo- 
W k WERE sitting in mg library This article was written exclusively for The Journal —_— when I got off the plane gr 
on Old Screamer Mountain, - ” ixcovered that my bags had been i , 
staring into the log fire on a Magazine by the Georgia author of Strange Fruit” a the airport in New York! There I was 
ecald January evenin sh a n a tweed t with 12 parties ahead 
poral tap Sa novel thai has sold more thas 400,000 copies. topping of me. 1 began to fough ond te LiFe 
“Whether you like it or net.” my photog phers begar « wugh and ad. 
publisher said, “I'm afraid you've writ- Gdeniy thing ere gay and funny and 
ten a best-seller’ coeenpatty wae he wondertu! 
time ding me 
There followed a gloomy silence Y = ee ~ . 1 ee Sasi 
“But how doe you knew”’” 1 finally wanted to know why our minister to change. I divect a camp and for 20 os is o~ = = . ~o! . pe i fore x 
asked, “It's two weeks befare publi- talked sbeut brotherhoud and why 1 years | have worked, played and lived a. banks ee - a yey 
cation. How can you know @ thing couldn’t play with the children on Back with children and have become close iring squad, and hate the ror of its 
like that?” Street. 1 wanted to know so much friends of their parents. Together we ongine: wipe w hun | = a. 
“Advance wulee are tonite You All my life I have been trying to find have helped these children grow: we pete ’ Bae phonart fey eto 
might as well make up your mind to Ut, After years of study and thought have sometimes, together, lifted mill Oe eae ee rom poate 4 
accept it and travel and deep feeling. 1 put it stones of trouble off their young shoul- tla’ Teeth po deck nesin of bn sting 
§ ceutd nok elisions down in @ book, | thought only a few ders and made it easier for them te be x4 oe . ¢ twee ~ 
would want to read it, only a few strong, happy, creative, useful aciult Amd the gardenias As a child in 
‘Maybe you won't mind se much who, like me, felt these things when 1 did not want that to change. I have Maxwell” we made funeral wreaths 
After all mime people would be they were children and who have, ever always read and studied, cracking hard A them. They meant to me mysterious 


pleased ’ 

“Some people would be pleased to 
have quadrupiets, | argued. “But mest 
women just want «a baby 

You see.” | tried to explain, “I want- 
ed to write a book. that is true All 
my life 1 have wanted te write about 
Maxwell. As a little girl it used w 
haunt me. Children see so much 
hear so much fee! so deeply. And 
tm one ever explains things ‘ them 
{i wanted to know why I went to a fine 


since, been troubled by the memory of 
their little town of ‘Maxwell. I wanted 
to write a good, honest book, yes, but 
1 wanted a *baby'—not ‘quadrupletse’” 

‘But what real harm is there in writ- 
ing @ best-seller’” ,My publisher wos 
patient. And Tf tried to tell him 

if my nieres’ and nephews’ children 
(the only descendants 1 can reasonably 
count on) were to ask me years from 
now, how it felt to author a best-seller 
1 might not remember te tell them of 
that evening last January for the things 
1 feared most did not happen 

What did I fear’ 

1 feared a best-seller would change 
mw way of life. Although tern and 
reared in » Deep South town, | now 
live in Rabun County. My home is on 
® mountain, my neighbors are the finest 
im the world, | could not bear for that 


big White church and our eook’s littl 
r. went to an unpainted Black church 

can see even how the Negro shanties 
riroming our town like @ deep shadow 
and the big homes under oak trem on 
Coliege Street i wanted to know why 
1 lived in a big house on College Street 
and my father’s miliworkers'’ children 
lived mm little shacks in militown. 1 
1945 


JANUARY 14, 


problems open. analyzing what I found death end songs that muke you ery. But 


there, 1 did not want that to change my frends in the North say “She's . 


either Southern, you Know Send he far- 
Well none of these things that | der " So when i am in Detroit o 
prize have changed Washington qr New York or Chicago or 
So, when my nieces and nephews avk even New Orléans and Jacksonville 
me, | shall talk not about what I feared, «= Pardly am | settled before 10x wr 
but about gardenias and my feet burt — gardenia I've trieg everything 
ing and planes and prizes and publicity etting the pin alip » ¢ Howe an 
und the party Boston gave me full to the ground; we a itis y hait 
I shall tel! them how Boston in » where 1 cannot ec it or <mel or 
panic of fear benned my book and then crushing it to yellow i quickly Ive 
grew ashamed of the banning and in- tried other things, Uwe talked att 
vited me to be ite guest. 1 shall teil white tulips aml violets and roses; I've 
them of the wonderful perties on Bea even gushed alk field daisies But 
con Hill, and of the speech at Sym when I open the box i gordenias 

phony Hall and the thrilling ovation These things I shall tell ther 
that warm-hearted audience of 4,000 This winter I have broadcast and 
gave me, and the speech wt Harvard spoken ali over the country, in churches 
that was so much like our discussions universities, civic forums: I have met 
wt camp: and of LIFE sending pho- the people “one reads wbout in the pa- 
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from the second issue of 


THE ATLANTA JOURNAL'S 


New Sunday Magazine 


OW it feels to be the author of con- 

troversial “Strange Fruit,” and 
what reaction from Southern friends and 
neighbors was experienced, should make 
an intriguing story. It did. 

Written by Lillian Smith, herself, the 
article appeared in the second issue of 
The Atlanta Journal’s New Sunday Mag- 
azine, January 14. 

Publication of the Georgia author's 
story is typical of Angus Perkerson’s ed- 
itorial direction. He never goes far afield 
for his material. Therein lies the strength 
of The Journal Magazine’s reader appeal. 
Intensely local! 

The new magazine (restyled, enlarged 
edition of its 32-year-old predecessor) is 


rotogravure printed. 32 pages, 4-color, 
duotone, monotone. Journal Sunday 
circulation is 249,706, largest in the 
South. Magazine sales representatives: 
Sawyer-Ferguson-Walker Company and 
The Metropolitan Group. 


Readership by 90% Women 


a and 82% Men—good 


This was shown for the for- 
mer 16-page Journal Maga- 
zine (from which the new 
evolved) — Publication Re- 
search Service, August 6. 


Bigger, better, alive with 
color-—readership of — the 

| new Journal Sunday Maga- 
zine should be even more 
intense. 


Che Atlanta Zournal 
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Complete Census 


of Business Out; 
Sample Asked for 


(Continued from Page 1) 
that something must be done soon 
so that government and industry 
will not be completely in the dark 
when reconversion comes. 

The program will include a re- 
quest “for a complete Census of 
Manufactures comparable to the 
study made in 1939 and it will ask 
funds for consumer income and 
consumer savings and expendi- 
tures studies to be made this 
spring and a year from now. It 
will probably include a request for 
$1,200,000 for a sample Census of 
Business, but will certainly not ask 
any more for that purpose. 


Little Hope for Full Census 


Some of the nation’s leading 
marketing men gathered here yes- 
terday for a meeting with top 


Census, Commerce and Budget ex- 
ecutives to plead for more sympa- 
thetic treatment of the Census of 
Business. It was obvious from the 
discussions that there was virtually 
no hope of a full census to be taken 
in 1946. 

Census Bureau officials who are 
working out details of the “bob- 
tail” Census of Business, which 
will be taken if Congress gives its 
approval, promise that the sample 
report will be greatly superior to 
the sample made by WPA in 1937. 

According to their plans, reports 
on sales, inventories, employment 
and similar data for about 40 lines 
of business could be provided by 
national totals, regions and for 
cities of more than 100,000. The 
sample would provide virtually no 
commodity data, and it could not 
give county figures. 


Advice Is Sought 


If the project goes ahead, the 
Bureau of the Census would be 
anxious for interested marketing 
men to submit their advice on the 
emphasis which should be included 
in the sample. While it is tenta- 
tively intended to give figures for 
all cities of 100,000 or more, the 


sample could .be adjusted to give 
figures by metropolitan areas or 
states instead. Within the $1,200,- 
000 budget ceiling, only one of 
these three possible breakdowns 
would be possible because of limi- 
tations in the sample. 

For long run purposes, it may 
be significant to note that the 
Bureau of the Budget feels justi- 
fied in seeking a Census of Manu- 
factures because the law requires 
one every two years. While that 
eensus has been suspended during 
the war, the President has served 
notice that he will not suspend the 
census again, so it is necessary to 
seek funds for what is already an 
authorized project. 

On the other hand, the Census of 
Business is required only once 
every ten years. The Bureau of 
the Census feels it should be re- 
quired at least once every five 
years, but such action must be 
approved by Congress. 


War May Change Plans 


Official reason for asking only a 
sample Census of Business in 1946 
is the manpower problem, but 
marketing men argue that by 1946 
when the census would’ be taken 


MAKE-BELIEVE BALLROOM 
with Martin Block 

Monday thru Saturday 

10:00-11:30 mornings 
5:35-7:30 evenings 


THE WIFESAVER 
with Allen Prescott 
Monday thru Friday 

9:35-10:00 a.m. 


MILKMAN’S MATINEE 
with Art Ford 
Monday thru Sunday 
12:00 mid.-6:30 a.m. 


HOLLYWOOD DIGEST 
with Paula Stone 
Monday thru Saturday 

5:15-5:30 p.m. 


i 


WAR DIARY 
with George Brooks 


Monday thru Saturday 
7:35-7:45 p.m. 


New Yorkers enjoy. 


they recommend! 


MAGIC OF MUSIC 
with Bill Williams 
Monday thru Saturday 
8:00-9:00 p.m. 


MUSIC HALL 
with Maurice Hart 
Monday thru Saturday 
2:00-4:00 p.m. 


TAKE IT EASY 
with Judy Lang 
Monday thru Friday 
12:00 noon-12:30 p.m. 


These are sales-producing programs! But they. - 
are only a part of WNEW’s 24-hour-d-day 
power-packed schedule. If you like picking a 
winner, let WNEW go to work for you! 7 
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Here’s one reason 


WHY NEW YORK 
TUNES TO WNEW 
24 HOURS A DAY! 


WNEW knows how to pick the winners! Yes! 
After eleven years, it comes natural to WNEW 
to know just the type of radio entertainment. 


Here, for example, are eight “winners” who 
have found a loyal audience in the millions of 
listeners who make up the Metropolitan area— 
winners who cause listeners to buy the products 
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the manpower problem might be 
in reverse, so that the census 
would serve as a means of absorb- 
ing surplus labor. Census officials 
say that for the next several 
months preparations for a sample 
or a full census would be virtually 
the same. Some marketing men 
who attended yesterday’s meeting 
felt that if the war situation were 
to improve greatly by summer, and 
Congress and the newspapers were 
properly informed of the need for 
the data, a further appropriation to 
provide the full census might yet 
be obtained. 


L. B. Palmer, 
34 Years with 
ANPA, Is Dead 


Miami, Jan. 16.—Lincoln Bar- 
stow Palmer, general manager of 
the American Newspaper Publish- 
ers Associa- 
tion from 1905 
until 1939, 
died Jan. 13 
at his winter 
home in Ceco- 
nut Grove 
after a long 
illness. He 
was 79 years 
old. 

After his 
resignation, 
Mr. Palmer‘s 
ill health pre- 
vented active 
service as 
chairman of the ANPA’s commit- 
tee on newsprint, but he served 
the association in an advisory ca- 
pacity until the time of his death. 

Born in Newark, Mr. Palmer 
graduated from Columbia Uni- 
versity Law School, practicing law 
in New York for several years 
with Mason, Palmer & Little. Later 
he became secretary of the U. S. 
Capsule Company, and was adver- 
tising manager of the New York 
Globe and Commercial Advertiser 
when he joined the ANPA. 

As general manager, Mr. Palmer 
assisted in formulating the ANPA’s 


L. B. Palmer 


recognition system for advertisj 
agencies, and was active in the 
ANPA’s opposition to the propose; 
licensing of newspapers by the 
National Recovery Administratioy 


ROBERT J. VIRTUE 


Erie, Pa., Jan. 16.—Robert Johy 
Virtue, 65, publisher of the Rp, 
Dispatch - Herald since 1936, diej 
here today. y 

Mr. Virtue rose from office boy 
to chairman of the board of thy 
Charles A. Eddy Company, Ney 
York newspaper representative 
prior to its merger into the War. 
Griffith Company. He former) 
was treasurer of the Newspape 
Representatives Association ¢ 
Chicago; assisted in organization 
of the Audit Bureau of Circyle. 
tions; was onetime vice-presidey 
and a director of the Journg. 
Transcript, Peoria, Ill., and we 
associated with Walter S. Goog. 
land, now governor of Wisconsir 
in operation of the Times-Caj 
Racine, Wis. 

He came to Erie in 1934 as aq 
viser to Charles H. Strong, the 
publisher and owner of the Dis 
patch - Herald, and became pub 
lisher after Mr. Strong’s death ji) 
1936. 


CPL. FLOYD M. COUCH 


Los Angeles, Jan. 17.—Word ha 
been received that Cpl. Floyd y 
Couch, for seven years a membe 
of the staff here of Williams, Law. 
rence & Cresmer Company, news. 
paper representative, prior to hi 
induction inte the Army, wa 
killed in action’ Nov. 29 whik 
serving with the U. S. 3rd Arm 
near Metz, France. 


EDWARD L. KLEIN 


New York, Jan. 16.—Edward L 
Klein, 57, eastern manager of Ve 
Halen Publications, Hollywood 
motion picture magazine publisher 
died here Jan. 13. Mr. Klein wa 
a former distributor of motion pic 
tures, president of the Associate 
Motion Picture Advertisers o 
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America and managing director o! 
World-Wide Pictures Ltd. 


COVER THIS RICH 
SUBSTANTIAL MARKET 
WITH A SINGLE MEDIUM 
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‘VD Day’ Attracts 
5000 Druggists 
in National Drive 


(Continued from Page 1) 


nation’s 50,000 drug stores are ex- 
ted to run display material pre- 
ared by American Social Hygiene 
Association. Orders already have 
been received for 5,192 sets. In- 
cluded are all 1,700 drug stores in 
New Jersey and all 700 in Con- 
necticut, and probably all 900 in 
Kansas and 500 in Kentucky. 

Other orders include 400 from 
New York State, 400 from Wash- 
ington, D. C., 200 from Philadel- 
phia, 100 from Indianapolis, 75 
from Dayton, 30 from Greensboro, 
N. C., 25 from Baltimore, and 12 
from Boston. 

Some 3,000 kits of materials have 
been sent to sponsoring groups— 
among them state and city health 
departments and welfare organiza- 
tions. In the kit are leaflets on 
such subjects as “The Prostitution 
Racket,” “Why a Blood Test?” 
“Labor and Management vs. VD”; 
newspaper releases and advertise- 
ments, a pharmacy window dis- 
play, radio scripts, a poster, and 
talks by medical authorities on such 
subjects as “Education and Guid- 
ance Concerning Sex Relations” 
and “Problems ahead for Venereal 
Disease Control.” 

Demand for materials is said to 
be at record level. More leaflets, 
for example, will be distributed in 
the next month than in the last 
two and one-half years. More 
than 800,000 have already been 
issued for the present drive. Point- 
of-sale participation may be 10 
times as extensive as last year. 

ASHA embraces 150 local social 
hygiene societies. Dr. Walter 
Clarke is executive director and 


WATIONAL SOCIAL HYGIENE DAY FFP 


JOINT ACTION—This poster is part of 
the material supplied drug stores for 


the VD drive. 


Blake Cabot director of public 
information. Several organizations 
prominent in national advertising, 
such as RKO Radio Pictures and 
Foote, Cone & Belding, contributed 
time and talent to the preparation 
of materials. 


N. Y. Chapter of AMA 
Elects Arthur Hurd 


Arthur Hurd, J. Walter Thomp- 
son Company, and George H. 
Allen, Cooperative Analysis of 
Broadcasting, have been elected 
president and vice-president, re- 
spectively, of the New York chap- 
ter of the American Marketing 
Association for 1945. Other officers 
include Margaret C. Booss, Mc- 
Cann-Erickson, secretary; James 
A. Mahoney, MBS, treasurer, and 
Donald E. West, McCall Corpora- 
tion, who has been named to suc- 
ceed the late Arthur P. Hirose as 


general chairman of AMA discus- | 


sion group meetings. 

The AMA plans to organize 
three more discussion groups, 
dealing with statistical methods, 
legal phases of marketing and 
market coverage by media. 
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Council Booklet 
Calls for Support 
of War Theme Ads 


(Picutre on Page 59) 


New York, Jan. 19.—A graphic 
appeal to advertisers and agen- 
cies throughout the country to 
continue and increase support of 
war theme advertising is con- 
tained in a new brochure entitled, 
“Are We Getting a Little Tired of 
War?” released this week by the 
War Advertising Council. 

Author of the booklet is Charles 
L. Whittier, vice-president and 
chairman of the plans board of 
Young & Rubicam, who recently 
returned from a three-month trip 
aboad on a special mission for the 
U. S. Treasury and War Depart- 
ment. Mr. Whittier visited Eng- 
land and the battlefields in France, 
Germany and Italy. 


Shows Advertising’s Duty 
While recognizing advertising’s 


function as a sales stimulator, the 
brochure emphasizes the fact that 


its message is interpreted from 


“the point of view of those to 
whom winning this war is still the 
most important mission in life; 
those who believe that no war ef- 
fort should be relaxed until both 
the Krauts and the Nips give us 
the green light of unconditional 
surrender; those who feel that as 
long as our men are suffering mu- 
tilation and death in battle, our 


advertising has a_ responsibility 
to discharge.” 
Six pages present in  photo- 


graphs and written copy scenes on 
the home and fighting fronts that 
signify “there will be no postwar 
until the last gun is fired!” The 
final page depicts three war cas- 
ualties and carried the captions: 
“This man gave half a leg... 
This man gave half an arm... 
This man gave half his eyes. . 
Will you give half your ads?” 


Rasmussen Cautions 
Against Over-Optimism 
Sales managers must be on 
guard against any “complacency” 
they may have as a result of sur- 
veys which indicate a sellers’ mar- 
ket in the postwar period as a 
result of wartime savings, James 
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H. Rasmussen, general sales man- 
ager of the manufacturing divi- 
sion of the Crosley Corporation, 
Cincinnati, told the New York 
Sales Executives Club Jan. 16. 

Of an estimated $58,000,000,000 
savings, about $43,000,000,000 is 
held by families with incomes 
above $5,000 a year—or only 9% 
of the total number of American 
families, Mr. Rasmussen pointed 
out. Families with $3,000 or less 
yearly—73% of the nation’s fam- 
ilies—have estimated savings of 
only $8,000,000,000, he said, and 
much of this must be spent for 
rent and food during the recon- 
version period. 


Heatter Drops Noon Show 


Gabriel Heatter has discontinued 
the 12 noon-12:15 p.m., EWT, pe- 
riod on MBS, for Kreml hair tonic, 
sponsored by R. B. Semler, Inc., 
New Canaan, Conn. The series, 
Monday through Friday, titled 
“News with William Lang,” com- 
mentator who has been sharing the 
program with Mr. Heatter, is heard 
at the same time, while Mr. Heat- 
ter continues his evening newscasts 
9-9:15 p.m., EWT. Agency is Erwin, 
Wasey & Co., New York. 


HERE’S THE HEART 
OF GEORGIA’S 2ND MARKET 


Market of 100,000 


TE A LY, 
1943 Retail % Family 
Population Sales Coverage 

County Tel. G News 
> eee 7.1 513 25.6 
ee 93 1,715 24.7 
BALDWIN ........ 14.5 2,432 23.6 
CRAWFORD . 6.0 480 19.6 
HOUSTON 16.2 1,918 95.6 
PEACH 10.9 2,539 45.8 
tie 14.4 1,604 20.6 
PULASKI 93 1,867 25.7 
aa 16.2 5,159 10.3 
TURNER _.. 96 1,645 15.3 
WILKINSON . 94 1,118 29.6 
WILCOX . 10.2 1,081 15.0 
DODGE 16.9 2.617 20.0 
TELFAIR 13.1 2,161 14.0 
BLECKLEY 8.9 1,298 31.7 
LAURENS 28.8 5,408 12.3 
TWItGGSs 8.6 631 25.7 
HANCOCK 11.3 1,478 10.0 
TAYLOR “ee 93 1,365 19.0 
WASHINGTON ...... 21.3 2,810 10.0 
MACON ... 13.8 2,108 15.4 
BIBB (Macon) 104.8 49,012 112.8 

*TOTAL 369.9 $90,959 44% 
All figures except circulation from Sales Management Survey of 
Buying Power, 1944. 

* *Figures in thousands—000 omitted. 


Macon alone is a metropolitan mar- 
ket of over 100,000 (county 104,800, re- 
tail sales, $49,012,000). But that’s just 
the beginning. The Macon area swells 
the market to almost 370,000. Popula- 
tion 369,900, retail sales $90,959,000. 
The Macon papers deliver 44% fam- 
ily coverage in the 22 counties—the 
lowest county 10%, the highest 
112.8%. You don't need better cover- 
age. No other paper and no other com- 
bination of many papers approaches 
this coverage. Don’t overlook Macon— 
one of the nation’s 60 largest markets. 


THE MACON NEWS 


and 


THE MACON TELEGRAPH 


MACON, GEORGIA 


Represented by The Branham Co. 


95 - oo 
tising : a a | ce ie 
n the Zw a : : 

rs a, Slt 2 
: — a 
ation “ —AB — = el 
. “2 f. 

Johy oe ¥ <r ts eos uss 

Brie ee Be : 
mh 2 Sares : i os 

. boy te ie “i ne ee \) j a ee . 

of the ° ‘| : 

. Ney a yg PEE ol ae 

ae | gra } of Saratec, a . 

ard. ao a — om age i 6 eee Lid Sosa * 

‘merly 

pape Pe | 

n d | 

ization ee z 

ircule- se 

>sidert — 

urnal- s liemeainasiiiain a 
d wa Na E 
Good- - " iz 

ee —— 
A TT RM RA RR RR RR TT TL TREES Nt Ne aa 

rd ha . ; a 

yd M 

1embe é, 

, Law 
news: thie. 
to hi — 

, Wa ta 
while ticks 

eee | eR Ne TS LS TLR TT ER SG SL I FA TT - ia 
TT TTTTTTTrO™~™t.COCOCSCSCSCS BP ee 
me - 
JONES = _ 2 
t a 
: _ J WASHINGTON ee 
pe ee — ee ae Page sae | Te fe, ee : ees De ee igs | ONROE ‘8108 ' a , Ps P ~ el 
i je . TAYLOR ie. i Soe a‘ ‘os 7 at 
we Ina ‘ ee. im Bs 4 ef, i : 1 ‘ LAURENS to a 
“> 4 ” 4 — = Cy ae 
4 4 jis 0OOLY co a, a 1G 
| Ps B i f * ‘ t ai ey he ‘a 
; ‘y ~ % a Ls, Rees a al : Tt witcox ; \ i, 
} x s &§ i Ara) 
4 + 4 b 4 DD ssi ; a. e. Be me os er 
- 1 a. oe Be ae Rs? 
4 7 ag A Metropolitan _ 
7 Me # Ye 4 oe 
wT a cg, fe @ 3 3 
oe ae .™ 4 | a. 
‘ en | ail 
a 7 as 
. # eS | a || ie 
! : a 
7 * 
ee aes Pe ee ee 3 sy — 4 i 
| 
 . a. es | 
or i | 
-r ee ee * 
| Pp 
; ; ee 
A eee 
| 
EEE ae 
c a ; a t : - a 


4 Seago CE Ames | oe 


ie 
Es 
= 


*. 


Record Ad Total 
of $275 Million 
Hit by Magazines 


(Continued from Page 1) 


total of $58,699,641. They carried 
22,390 advertising pages, 30% 
above their 1943 total of 17,181 
pages. 

‘Specials’ Gain Most 


Magazines classified as “specials” 
carried $23,466,456 of advertising 
in 1944, chalking up a pleasant 
gain of 34% over the $17,463,927 
total for 1943. Their page total 
moved up 37% to 9,018 in 1944, 
as against 6,599 in 1943. 

General magazines’ 1944 adver- 
tising revenue totaled $22,469,601 
for 1944, an increase of 26% from 
the previous year, when the total 
was $17,827,441. 


They gained 30% | 


in number of advertising pages, 
advancing from 8,402 in 1943 to 


| 10,998 in 1944. 


(Individual linage and page 
records for leading national maga- 
zines for the year appear on Page 
44 of this issue. January linage 
reports for the same magazines 
appear on Page 52.) 


P&G to Drop Goldbergs 


On or about March 30, Procter 
& Gamble Company, Cincinnati, is 
dropping “The Goldbergs,” heard 
Monday through Friday, 1:45-2 
p.m., EWT, on CBS, in the in- 
terests of Duz. Shortly thereafter, 
it is understood the company will 
replace the program with “Young 
Dr. Malone,” five times weekly 
serial formerly sponsored by Gen- 
eral Foods Corporation, New York, 
for Post’s 40% bran flakes. P&G 
agency on the new series is Comp- 
ton Advertising, New York. 


LOOK AT CHICAGO \ 2s ee 


tn the light 


fe 


of the Sun! —- 


THE CHICAGO SUN today is a solidly established oF insti- 


tution... 
or the Stockyards. 


as much so as the Chicago River, Michigan Boulevard 


Now the eighth largest morning newspaper in the United States, 
THE SUN already covers the Chicago market better than any 
standard-size New York daily paper covers the New York market.* 

The loyalty and responsiveness of Sun readers insure Sun 
advertisers that THE SUN, used alone or in any newspaper com- 


bination, wi/l do a productive job.. 


for a relatively small investment. 


*Sources: U.S. Census and Publishers’ Statements 10 A.B.C. for 6 months ending 9/30/44 


400 W. Madison St. 


THE CHICAGO SUN 


, Chicago e 


250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY 
“ CHICAGO: 360 N. Michigan Ave. - 
gsr Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, 


NEW YORK: 230 Park Ave. 


Memphis, St. Louis, San Francisco 


‘Invasions’ There 


New York, Jan. 18.—With the 
Japanese menace removed, Aus- 
tralia has started to plan for 
greatly increased postwar imports 
and exports; for an_ increase 
through migration of 13,000,000 in 
population, to a total of 20,000,000, 
and for expansion of tourist trade, 
Frank Goldberg. governing di- 
rector of Goldberg Advertising 
Agency, Australia and New Zea- 
land, informs ADVERTISING AGE. 

Mr. Goldberg is on his 12th visit 


tralia,” he said. 


own homes, 


cilitated by a recent affiliation with 
Foote, Cone & Belding. 
“Australians copy American 
recipes and fashions, like Ameri- 
can films and autos, and think and 
feel as Americans do,’ he ex-| 


rolet cars 
trucks, and 


tween them has been strength- 
ened by our joint fight in the| 
Pacific and by the presence of as 


tralian soil. 


Start First Copy 


Although nearly all trade be- 


tween the two countries in the|of U. S. lines,” 


Australia Will Double 
Demand for U.S. Goods 


types of publishers. 

“Without allowing for migrants, 
there is a backlog of 300,000 homes 
to be built and furnished in Aus- 
“Twenty-five per 
cent of middle income 
earners have deposits for 
and about 30% of 
this class is waiting for motor cars, 
in addition to the existing car- 
owners who want new ones. 
though an Australian car industry 
is being discussed, American cars 
will stand so high that there is 
terrific scope for you in this field, 


to the United States. His agency’s OR elle be both SoS cama minus Alaska, but is about 19 
own postwar planning will be fa- Australie a General Motors, as miles broader. 


well as advertising there for Chev- 
and trucks and Reo 
in New Zealand for 
General Motors cars and trucks, 
AC spark plugs and Frigidaire.) 


plamed.* The bond of interest be- | ‘Ample Room’ for U. S. Lines 


Wartime clothing restrictions, he 
pointed out, have created the ‘de- 
sire on the part of the Australians 
American ‘armed forces on Aus- | to dress better after the war. 

foods, we have had the benefit of 
'American methods in canning and 
| dehydrating, but there will be 
ample room for a big annual sale 
he said. 


: ‘ 
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| Reaver milk and choco 
D nbs 


Hoover cleaners, Old 

| cleanser, Van Heusen shirt 
| collars, 20 Mule Team boriy. 
| Spud cigarets. 


Billings at £400,000 


Due to restrictions on news); 
per and magazine space and raq 


al 


d 


Hf “4 ness machines, chemicals, copper | *. one 

ov aneee Firtns |e ee ee fee equipment, time, 1944 billings of this : 

i foods, radios, razors, soaps, steel, . altg 
Planning ostwar textiles, toiletries, and several Thompson Company as the larg 


in Australia, were about £4 100.00 
as compared with a prewar Pe 
of £600,000. The 31 Austr: 
agencies now have combined , 
nual billings of between £5,( A 
and £6,000,000. JWT at present 
the only United States ageng 
with offices there. 
About half of Australia’ S presey 
population is in six widely -sey 
rated cities: Sydney,  1,5( 00. 
Melbourne, 1,000,000; Adelaid 
Brisbane, 600, 000 "each; 4 
400,000, and Tasmania, 300,004 
Australia covers about the san 
area as continental United State 


salary- 
their 


Even 


Newspapers are the most in 
portant medium, with about 24 
dailies. The Sydney Sun and Syd 
ney Mirror each has Sunday cir 
culation of 300,000. Magazines ap 
relatively fewer than here, by 
several have substantial circula 
tions. 
and Truth, which is published } 
the Sydney Mirror, each boast 
600,000, and Woman, — 250,00 
Newsprint has been cut 60% fro 
the prewar basis. 


“In 


government-controlled stations 9 
the Australian Broadcasting Com 
mission and about 130 independen 


|past three years has been under A glance through a couple of/ stations. The latter carry adve 
Lend-Lease, Mr. Goldberg said,|recent issues of Sydney newspa-|tising. A few of them have ; 
‘some American advertisers “in-| pers reveals such American brand | much as 10,000 watts power. 


| vaded” Australia for the first time 
in this period. Among them were 
Armco iron, Pepsi-Cola, Philco 
‘and J. B. Williams shaving prod- 
ucts. 
| Since his arrival in this country 
|four weeks ago, Mr. Goldberg 
/has answered 460 inquiries from 
| United States companies on Aus- 
| tralian markets. Included among 
| them were manufacturers of busi- 


names as 


and Vaseline. 


Bon Ami, 
Bouquet and Cuticura soaps, Cat- 
erpillar engines,* Gillette blades, 
Parke, Davis drugs, 
Nearly 
movies shown there appear to be 
American-made, 
Deanna Durbins and Cary Grants 
prominently displayed. 
Some American brands 
the Goldberg agency handles are | 


with 


Cashmere Media Are ‘Essential’ 


Newspapers, magazines an 
radio all are classed as 


Pond’s creams 
all the} 
classed 


vertising is so only 


our own 


which | are 


Goldberg said, 


Australian Women’s Weeklj 


Radio is divided between the sj 


“essential’ 
industries and occupations, but ad 


directly concerned with the wa 
program. In Australia, two-thirds 
of men between 18 and 40 years 
in the armed services, Mr 
“and almost every 


ivert sing 
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Our Mr. Jackson doesn’t give a hoot... 


his feathers were trimmed at the 
smartest salon in town (run by a taxi- 


QO", Mr. Jackson has shoe-button eyes; 


dermist named Swenson on East Henne- 
pin). Mr. Jackson is immaculate and 
immobile. He’s the silent star of WCCO’s 
Night Owl Show —even rates top billing 
over Ray Tenpenny and George Johnson, 
two smart young men who run the works 
(with no back talk from Mr. Jackson). 
And the ad-liberties they take with our 
great horned owl seem to make a direct hit 
with WCCO’s host of stay-awake listeners 
who hear them (but not Jackson) every 
Monday-thru-Friday, 12:05 to 1:00 A.M. 


MINNEAPOLIS-ST. PAUL. 
a0, 000 Watts - 830 ke 


cer) 


REPRESENTED BY RADIO 


SALES, THE 


SPOT 


The Night Owl Show was off the air for 
quite a while, but we recently brought it 
back in response to considerable banging 
on dishpans and other indications of public 
demand. The old Night Owl Show (ter- 
minated when the previous owl went to 
work in a war plant) had a “Night Ow! 
Club” membership, as attested by its mem- 
bership cards, of more than 60,000—85 
of whom lived in the WCCO nighttime 
primary area, 60% right in the Twin 
Cities. Thousands more (who didn’t writ 
in for cards) listened whenever they wer: 
awake—as did members in all 48 states, 
Hawaii, and a place called New Zealand 

Ray Tenpenny, George Johnson anc 
Jackson (the owl), in the footsteps of the 
old Night Owl Show, 
loyal entourage among the people of the 


are busy building : 


Northwest who stay up late from choic: 
or necessity. We’re ready to rent out thei! 
antics in ten-minute or quarter-hour units, 
if you'll but see us or Radio Sales. 


“Good Neighbor to the Northwest’ 


BROADCASTING DIVISION OF CB* 
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S ageng du peronal shopping buress wal Bl (net out adverusemenes daily tot 
your order speedily and efficiend value acws aff incerest 00 you 
’S prese a oe 
ely -sep o+ eens trom age of more depermenss ‘sti ten wad teailiiaiesn 
500,09 
ap f CALL STA te 1500 
on a Mandel Brothers, State and Madizon, Chicago 2 
> Pert 
300,009 re P " . 
the samfl/HOOPS—"'Pressed for time?" this 
“d Stategmande! Bros. ad asks. Observers of 
bout jqggpe back cover of the new Chicago 


lephone directory think it might help 
this harried housewife held the re- 


Ss m 
oil 4 iver, instead of the transmitter, at 
and Syd her ear. 
iday cir 
zines a™her person, male and female, 
ere, ptween 16 and 65 is engaged 
c essential work.” 


The Australian government runs 
hid campaigns through a five- 
an War Effort Publicity Board 


Be TN Fanaa ce gaee SE 


Accuse General 


Electric Units 
in 8-Way Cartel 


Washington, Jan. 18.—Intensify- | 
ing its drive to break down artifi- | 
the | 


cial barriers to competition, 
anti-trust division of the Depart- 


ment of Justice today charged that | 


General Electric Company and 
International General Electric have 
suppressed competition in house- 
hold appliances in the United 
States through an eight-way cartel 
agreement which barred foreign 
firms from the American market, 
and foreign patents and informa- 
tion from G-E competitors in the 
U.S. 

According to the civil action for 
violation of the Sherman anti-trust 


law and the Wilson tariff act, Gen- | effect of cartels on the American | 


|grant any applicant 


;eral Electric and 
| General Electric reserved the U. S. 
| market exclusively for themselves 
and agreed to a division of mar- 
kets which gave German, Japa- 
/nese, French, British, Belgian and 
‘Italian firms freedom from G-E 
competition elsewhere in the 
world. 

The agreements, 


which alleg- 


edly stem back prior to 1919, are | 
chief | 


still in effect, anti-trust 
Wendell Berge said, as he asked 
the United States district court in 
Newark, N. J., to enjoin the U. S. 
firms from further participation. 


The Justice Department also asked | 


that G-E and IGE be required “‘to| 
therefor a} 
royalty-free license with respect 
to any patent used in carrying out 


the conspiracy.’ 
Mr. Berge described the suit as} 
one of the series to eliminate the 


International | 


| motors, 


economy. He said “the present 
war has brought about many new 
developments and inventions in 


| the electrical equipment industry, 


and the elimination of artificial 
restraints on the manufacture and 
sale of products so vitally affecting 
the lives of every American is of 
utmost importance.” 

The Justice Department said 
that two American companies 
were awarded the United States 
as exclusive territory for 
manufacture and sale of genera- 
tors, transformers, switch gear, 
electrical appliances such 


as refrigerators, vacuum cleaners 


and toasters, and all types of elec- | 


57 


future patents and _ information 


| controlled by all cartel members. 


Che resuit, the department said, 
is that other American companies 
were deprived of the patents and 
information; competition was arti- 
ficially restrained, and two large 
U. S. companies limited their own 
export trade. The Department 
quoted a letter from an IGE vice- 
president explaining that it is to 


| the interest of the Electric Vacuum 


the | 


trical equipment, except lamps and | 


radio equipment, and that each of 
the “conspirators” received simi- 
lar privileges elsewhere. In addi- 
\tion to not entering each other's 

territory, the firms were to have 


Cleaner Company, and the Edison 
Electric Appliance Company (both 
associated with G-E) to refrain 
from selling in these territories, 
because the German company 
“being generally in a position to 
market their products in the United 
States at low prices might act 
conversely.” It is the position of 
Mr. Berge that American com- 
panies after the war will have the 
technological skill to compete with 


exclusive rights to all present and | any foreign cartel operation. 


r recruitment, war loans, man- 
wer salvage and other purposes, 
hich is supplemented by tie-up 


} 


| 


| 
| 


| 


1911 


swung by the 


combine and of American 


| 


n the sifvertising by individual concerns. 
itions of] Australian agencies are en- 
ng Com ged in the government program, | 
>penden#™#ithout profit. 
y adver Reader’s Digest and Time ney 
have ; editions in Australia. The)! 
rer, hicago Tribune has an edition | 
WD br our service people there, which | 
rries advertising, and the Army | 
1es andMublishes Yank Down Under, | 
ssential’##hich does not. 
but adj “Australia is willing and able to | 
only iffy American - made _ products,” 
the war. Goldberg emphasized. “The | 
O-third#ifustralian price control policy will 
10 yearfMear away any fears that Ameri- 
‘es, Mn——n business men may have of 
st everyfidden inflation or deflation. For 
least six months after the war 
nds, however, they will have to 
erate through the government 
ivision of import procurement. 
“The Australian people, whose | 
ving standards are similar to the 
mericans’, have piled up record | 
vings. They have built up new | 
iterest in and respect for things | 
ine 
The demand is so great that I1| 
lieve that for 10 years after the | 
ar advertising copy need be not | 
for elling’ but merely it informative.” 
‘* Beiberling Heads 
Ing 
sic Quew Adclub 
, | 
Akron, O., Jan. 18.—Charter | 
ter- embers of the new Advertising 
v lub of Akron unanimously 
) lected J. Penfield Seiberling, 
wl resident of Seiberling Rubber 
ompany, to head the group dur- 
m- ig its first year, at a meeting here | 
| ast night. 
5% Other officers named _ include: 
ce-presidents, Galen C. Cart- 
me right, sales promotion manager, 
4 oodyear Tire & Rubber Com- 
viii any, and Gerald Hornbein, ad- | 
at ertising manager, M. O’Neill| 
1 ompany; treasurer, E. S. Patter- | 
ar on, president, First Central Trust | 
mpany, and_ secretary, Glen 
es. Martin, advertising department, | 
. F. Goodrich Company. 
nd Bruce Barton, chairman of the | 
‘FA and head of Batten, Barton, | 
n¢ Jurstine & Osborn, New York, 
rill present the club’s charter of 
he filiation with AFA at a dinner 
¥ eeting Feb. 1. The club now 
a is 184 charter members. 
he , a i 
4 arrison Appointed 


1 Mfg. Company, Chicago, has | 


‘i nted W. W. Garrison & Co.,| 
icago, to handle its account. Earl | 
ts ne., vice-president of the agency, | 
tact man. 
ULTIGRAPHING—FILLING-IN 
. 
y DDRESSING —MIMEOGRAPHING 


HE LEINTER SHOP, Inc. 


‘LS. Dearborn St., Chicago. 


Teddy Roosevelt's big stick was 


ordering dissolution of the Standard Oil 


A. Y. McDonald Mfg. Co. started 34 years 
of advertising in National Petroleum News. 


Bros. began 33 years of advertising 
in National Petroleum News. 


1910 Jack Johnson 
Jeffries in their historic fight at 


foam, Nevada. In that year, Gulf Oil Corporation 


knocked Jim 


out 


placed the first ad in its 35 consecutive years of 
advertising in National Petroleum News. 


191 Rammed by an_ iceberg, 1913 Woodrow Wilson was inaugurated Presi- 
Supreme Court, the “Titanic” sank with dent of the United States. Blackmer Pump 
more than 1500 passengers. In that Company also inaugurated its advertising in 

Tobacco Co. year, Bowser, Inc., and Morrison National Petroleum News, each year has re- 


elected this publication that covers all divisions 
of the petroleum industry. 


ADVERTISER 


Morrison Brothers 


Gulf Oil Corporation 
A. Y. McDonald Mfg. Co............ 


Bowser, 2 = woman Le 


Blackmer Pump Company 
Continental Can Company 


Ist AD APPEARED 


These long-time advertisers use NPN to reach every 
division of the oil industry 


PRESENT ADVERTISING AGENCY 


err Young & Rubicam, Inc. 
» Sts Rogers, Gano & Bachrodt, Inc. 
.... Gardner Advertising Co. 
Ralph Martin 
Martin Associates, Inc. 
Batten, 


Barton, Durstine & Osborn, Inc 


ws 
Continental Can Co. 
ing in National Petroleum News, has con- 


tinued every year for 31 years to effectively 
reach oil industry executives. 


Wab. 8655 
} 


. — = 
Kaiser Wilhelm and Von Hinden- 
burg waged cruel war in Europe. 
launched its advertis- 


Texaco Development Corp. 

Viking Pump Company 

Sinclair Refining Company 

Universal Oil Products Co. 

Butler Mfg. Company... 

General Motors Truck & Coach Div. 
Mack Trucks, Ine. . 
General American Transportation Corp. 
Buckeye Iron & Brass Wks. 

Gilbert & Barker Mfg. Co. 

M. W. Kellogg Company 

Pure Oil Company. ‘a 

Standard Steel Works... ‘ 
Tokheim Oil Tank & Pump ( ee 


. Newell-Emmett Company 


Walter E. Battenfield Co. 
Hixson-O' Donnell Adv. Inc. 
Almon Brooks Wilder, Inc. 

R. J. Potts, Calkins & Holden 
D. P. Brother & Co., Inc. 
McCann-Erickson, Ine. 
Fitzgerald Adv. Agency, Inc. 
Kircher, Lytle, Helton & Collett, Inc. 
McCann-Erickson, Inc. 

J. M. Mathes, Inc 

Leo Burnett Co., Ine. 
Beaumont & Hohman, Inc, 
Carter, Jones & Taylor 
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Photographs that enable you to feel the 
chilly freshness of an Alaskan dawn .. . to 
sense the wild, majestic power of a great 
western river... to put yourself for a terri- 
fying moment on a bullet-swept corner in 
Athens as Greek fights Greek .. . 

Dmitri Kessel, veteran LIFE camera ar- 
tist, makes pictures that interpret as well as 
record events. 

Famed for his industrial camera studies, 
and for the many one-man shows of his 
work, Dmitri Kessel has brought to his war 
reporting in LIFE an unusual talent for 


Artist in action 


making photographs that mean something. 


Through Kessel’s pictures— >f war in 
the Aleutians, of heroism on the At- 
lantic patrol, of life in the Colorado 
river region, of strife in Greece— 
LIFE’s readers are helped to see and 
understand action as it really is. 


The ability of LIFE photographers, such as 
Kessel, to make the camera help tell the real 
story is one big reason for LIFE’s tremen- 
dous popularitvy—one reason why no other 
magazine in history ever had as many readers 


every week. 


sing 4 


NRY ANI 
wspaper / 
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The Colorado River is probably the most violently beautiful 
river in the world. This remarkable photograph by LIFE 
photographer Kessel introduced a series of pictures in colo 
which revealed this region in all its natural, untamed beauty. 
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“Home” for a week's holiday, to the McKinley Park Hot 
Alaska’s finest—come lonely soldiers from Alaskan and A 


tian outposts. Kessel’s camera caught these two veterans r 
ing on the hotel porch during their brief respite from Arctic ¥ a 
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DIAMOND ANNIVERSARY—Standard Oil Co. of Ohio, which celebrated its 

75th anniversary Jan. 10, is using this design for its January posting. Insti- 

tutional copy, based on the anniversary, appeared in an extensive list of Ohio 

newspapers, and an all-star birthday program was broadcast Jan. 10. McCann- 
Erickson, Cleveland, is the agency. 
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NRY AND HENRY—Henry Ford Il and Henry Manz, president of the 

wspaper Advertising Executives Association, chat at the luncheon at which UNITED STATES RUBBER COMPANY 


Mr. Ford spoke last week. (Story on Page 30.) 
INTRODUCING NUBUN—First ad in 


a@ consumer magazine drive for U. S. 


Rubber’ thetic rubber latex in- 
ie al Nubun (AA. am, th. ts le BETWEEN SESSIONS—Talking it over at the Newspaper Advertising Exec- 


page in the Jan. 15 Time. Campbell- utives Association meeting in Chicago are, left to right: Don Bridge, advertising 
Ewald Co., New York, is the agency. director, Gannett Newspapers;' J. H. Sawyer, Sawler-Ferguson-Walker Co., and 
Grant Stone, Cleveland News. (Story on Page |.) 


T MARKET DATA PREVIEW—Among the Buffalo advertisers and agency 
, nwho attended the luncheon given by National Transitads for a preview 
« its new Buffalo Market Data Book were, seated: William M. Baldwin, 
Sueidwin & Strachan; George E. Frazer, president, National Transitads, and 
Summmmmerome R. Ellis, Ellis Advertising Co. Standing: N. J. Block, Bowman & Block; 


Sumemerett L. Bowers, Everett L. Bowers, Inc.; David E. Robeson and Alan D. 
: Lehman, both of Batten, Barton, Durstine & Osborn. 
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alumniation? 


No-Interpretation! 


No one impulsively jumped to the con- 
clusion that contributions of war adver- 
tising would be difficult to get this year. 


No one “dreamed it up” as a motive 
for this bulletin. 


The doubt was born in conversations 
with agency men, media men, and ad- 
vertisers, and corroborated in additional 
conversations with agency men, media 
men, and advertisers. 


One hears it everywhere, ‘THE TIME 
HAS COME WHEN ADVERTISING 
HAS GOT TO SELL GOODS AGAIN!” 


This bulletin is not intended to vilify 
that attitude, but to interpret it from 
the point of view of those to whom win- 
ning this war is still the most important 
mission in life; those who believe that no 
war effort should be relaxed until both 
the Krauts and the Nips give us the 
green light of unconditional surrender; 
those who feel that as long as our men 
are suffering mutilation and death in 
battle, our advertising has a war respon- 
sibility to discharge. 

Among the people who feel this way 
are our commanding Admirals and Gen- 
erals, our National Government, our 
Foreign Ambassadors, and the parents 
of men and women in the service. 


An eloquent spokesman for them is 
Bob Hope who, on his return from the 


South Pacific, wrote “But believe me, 
the guys on those islands are doing their 
job with terrific effect and less squawk- 
ing than generally goes on around Army 
and Navy posts. We at home should be 
doing our jobs half as well as those men. 
Spend one day on one of those islands 
and you’d double whatever you’re doing 
to bring those kids home faster.” 


It is reasonable to believe that a re- 
treat on the home front will slow up our 
advances on the war fronts. It is equally 
believable that the power of advertising, 
undiminished, put behind the many war 
jobs that so urgently need it this year, 
can help “to bring those kids home 
faster.” 


Thus far, men who spend money for 
advertising, men who prepare advertis- 
ing, and men who publish and broadcast 
advertising have made an outstanding 
contribution to the war. The record is 
there for all to see and be proud of. But 
there may be a message for all of us in 
the old familiar poem, 


“On the plains of hesitation 

Bleach the bones of countless millions 
Who, at the dawn of victory 

Sat down to rest 

And resting, perished.”’ 


Let’s not “sit down to rest’’ until the 
war is really won. 


Now will you turn to the last page P 


PA DS AD PROGRAM—One of the new advertisements in the expanded 
ur HBS campaign scheduled by Meissner Mfg. Co., Mt. Carmel and Chicago, is 
iX- $ page which, like others in the series, features leaders in the music world. 
Serdner Advertising Co., St. Louis, is the agency. (Story on Page 49.) 


SUNSHINE PATRIOTS?—The need for unremitting advertising support of the war effort is unusually well stated in this 

page from an exceptionally thought-provoking pictorial brochure written by Charles L. Whittier, Young & Rubicam plans 

board chairman, and distributed by the War Advertising Council. Asking, “Are We Getting a Little Tired of the War?" 
it pleads for continued and increasing support of war theme advertising. (Story on Page 55.) 
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The Phoenix Republic 
and Gazette has 160% 
as much circulation as 
all other daily news- 


papers in Arizona com- 
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